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“AutomatiCook” 


Women are giving more attention to cook- 
ing economy than ever before. And many a 
woman doing her own cooking once more, 
suddenly realizes just how old and inadequate 
her range has become. 


If she is going to prepare her own meals, she 
rightfully feels that she is entitled to a modern 
range that will save time, labor and money 
for her. 


Needless to say, that means a range with a 
Robertshaw—the oven control that she not only 
knows most about but the control in which she 
has complete faith. No price inducement is 
greater in her mind than genuine freedom 
from kitchen drudgery. 


Important as the Robertshaw has been in cre- 
ating new range sales in the past, it becomes 
doubly important when the woman who buys 
a range expects to use it herself. Be sure that 
your range department is thoroughly organized 
to show the advantages of the Robertshaw to 
every range prospect. Are you using the 
Robertshaw Lithographed Display? It’s free— 
and a word by letter will bring it promptly. 


ROBERTSHAW THERMOSTAT CO. 


YOUNGWOOD e PENNA. 




























Because we are one hundred and three years 
old our span of business life has covered a large 
part of our country’s history. 







During that time we have weathered four panics 
and at least five major depressions. Each has 
taken its costly toll and brought its flood of 
hopeless pessimism for the future. Yet each 
has left us as a people stronger and better 
equipped to move forward to new heights of 










prosperity. 





The collapse of the great land boom of '35 and 
’°36 brought on the panic of 1837. Then came 
enormous expansion in business, great prosperity 
and extravagance, ending, twenty years later, ir 
another great panic. Security values were com- 
pletely demoralized, bank failures widespread 
and business at a standstill. Bank notes were 
discounted and interest rates rose to 25% and 


even higher. 












1873 ushered in another depression with five 
years of nation-wide misery-closed factories, un- 
employment and bread lines. 







And so on through the anxious days of ’84, 
93 and 1921. 







Nothing new. The same fundamental causes 





A MESSAGE FOR 
TODAY 


THE GEO. WORTHINGTON CO. 
CLEVELAND 





for each; the inevitable recovery afterwards. 


For nearly three years now we have lived 
through another major depression. Until a month 
ago there was little in the general outlook to 
point to more than a slight seasonal recovery. 


The picture has changed rapidly, however, in 
the last few weeks. Security prices are steadily 
advancing, restoring billions of capital into cir- 
culation; bank failures are no longer a cause for 
alarm; plants are reopening, or increasing pro- 
duction; commodity prices are rising—and be- 
cause we are producing today only as much as 
in 1912 (despite enormous gains in population 
and national wealth) increased demand will soon 
reveal serious shortages in many important lines. 


People will become as eager to buy as they 
recently were afraid. Buyers’ market will become 
a Seller’s market. 


Mr. Dealer, fill up those empty shelves! Carry 
stocks that are complete enough to impress your 
trade! Buy now when prices are still at such 
low levels. 


We advise you to do only what we are doing 
ourselves. For the future we have only confi- 
dence. We ask our dealers to share it with us 
—for this way lies success. 






HARDWARE AGE 













“. — AGE, published every other week by the TRON AGE PUBLISHING CO., 
z., 8. A. 


$1.00 per year. Single copies, 


Division of the United Business Publishers, Inc., 239 West 3%th Street, New York, 
Established 1855. Entered as second class matter May 22, 1913. at the Post Office at New York, un der the Act of March 3, 1879 (Printed in U. S. A. 
lie. each. Vol. 130, No. 6. 


One cee ie | 








_) 





eg 


? 





GIVE THIS RIFLE 
ACHANCETO  U#¥Y ZY, 
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SPECIFICATIONS: \ 
Model 24 “Standard Grade,” Autoloading, take down, hammerless, solid breech ; 






























21 inch round barrel. Half pistol grip stock of American Walnut, steel b 

> utt plate. 
eee rag for regular -22 Short, also for .22 Long Rifle cartridge, aot will 
andle Kleanbore Hi-Speeds. (When ordering, specifically mention caliber 
wanted, either .22 Short, or -22 Long Rifle) .22 Short magazine holds 15 car- 
ps al anon a — St ee Rear sight with screw 

u elevation. ite metal bead front sight. L 

21 inches. Weight about 5 pounds. " i aacliaeaaaiieaci 


Retail Price $28.00, Including Tax 


Naturally you’d rather sell a Model 24 Remington Autoloading Rifle at $28.00 than 
a Model 33 Bolt Action Single Shot at $6.40. There are some dealers who sell lots 
of the Model 33 and none of the Model 24. There are others who sell both, and in 
studying their methods we believe we’ve found the secret that will enable anyone who 
handles .22 caliber rifles to sell some of the higher priced Model 24’s along with the 
faster moving Model 33’s. 

Remember, the Model 24 is the greatest little salesman for ammunition you can 
put in the field. Generally speaking, the owner of an autoloader will shoot from 50% 
to 100% more Kleanbore cartridges than the owner of any other type. So it’s decid- 
edly worth your while to put in a little extra effort to sell a Model 24. There’s more 
profit on the sale and a lot more profit on the ammunition sales it creates. 

Every Remington firearm has certain exclusive selling points that, when properly 
presented, appeal to a lot of shooters. , 

The most valuable sales argument for the Model 24, the one that sells more than 
anything else, will present itself if you give it a chance. Let a man or boy shoot the 
Model 24 and he immediately longs to own it. There is a fascination that is irre- 
sistible about a rifle that shoots as fast as you can pull the trigger. Rig up a solid 
backstop in the basement, or behind the store, or go to the local rifle range if there is 
one. Fill up the magazine and let your prospective customer empty it at a target. 
That will beat any selling talk you can give and he’ll pay for the ammunition. 

Kleanbore cartridges won’t rust the barrel. These demonstrations won’t hurt the 
rifle or prevent you selling it as new. ; 

We'll gladly send you a circular with a complete description and give you in- 
formation on how to promote rifle shooting. 


a Rem mM ton, 


REMINGTON ARMS COMPANY, Ine. 


BRIDGEPORT, CONNECTICUT 
ORIGINATORS OF KLEANBORE AMMUNITION 
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NEW Cederal 


OVEN SHAPED ROASTER 





IT'S TRIPLE 


NOR KONG 


On (ee: Bema: 
@NO TURNING 
Op meme - meee avec 


OLD STYLE SPACE WASTING ROASTER 


HERE'S A NEW FEDERAL ROASTER MY WORK IS DONE WHEN 1 THIS REALLY MODERN ROASTER 
COOKING EXPERTS CALL THIS SHUT THE OVEN DOOR MAKES .THE MOST OF ANY 
“THE PERFECT ROASTER”. ITS NO BASTING — NO TURNING — 
TAILORED TO FIT THE OVEN... NO BURNING... WHAT 
NOTICE THE GENEROUS SUP- WOMAN WOULDN'T GIVE A 

LOT TO BE FREED FROM HOT 

“OVEN. TENDING” 


LY OF VEGETABLES IN THE 


ROAST. . .COOKING IT EVENLY 
AND THOROUGHLY— PRESERV- 
ING ITS NATURAL FLAVOR, 
VITAMIN VALUE, MOISTURE 
AND SIZE...1T SAVES 
MONE’ 


~~ 


$ ‘ay 
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IT's HO BASTING 

Tripce | OVEN SHAPED ROASTER |... .2..... 

wo BURMNO 
Your is done 


when you shut 
the oven 


75% Greater 


Tailored 2. v ’ Equipped 


to fit the oven Sings s 


for : j Sanitary,durable 
easy toclean 
chine 


An Additional Line 
To Beat All Competition 
to retail as low as... each 66c 


THIS LIFTING RACK PROTECTS — 
BOTH THE ROAST AND YOUR 
FINGERS FROM BURNING . . . 

AND ELIMINATES GREASY, 
AWKWARD HANDLING. 
WOMEN HAVE BEEN WAITING 
FOR A ROASTER LIKE 
THIS NEW FEDERAL. 
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~-. AND HERE'S A SURPRISE FOR YOU 





les 
the perfect 


roaster 


COOKING EXPERTS 


Yes! Federal has made the greatest scoop in roast- 
er history .. . A roaster which frees the housewife 
from hot, tiresome oven-tending because “It’s 
Triple Automatic.”’ It makes the most of any roast, 
cooking it evenly and thoroughly—preserving its 
moisture, flavor and vitamin value. It’s scientifi- 
cally engineered and tested by cooking experts. 
Here is a story powered with a real selling 
punch ...and here is a roaster that holds the 
buying eye—beautiful, heavy porcelain enamel 
on steel, sanitary, durable, easy to clean as china. 
Each one carries a brilliant descriptive label and 
each one is equipped with a FREE Handy Lifting 
Rack and Recipe Card . . . They’re irresistible. 
This new Federal Roaster combines every ad- 
vantage found in other types plus many new labor- 
saving, better cooking features. Get the jump on 
competition. A very small investment will do it. 
ORDER “GET STARTED” OFFER R-60... Get in touch 
with your jobber AT ONCE. 
FEDERAL ENAMELING & STAMPING COMPANY 


World’s Largest Manufacturer of Enameled Kitchenware 
PITTSBURGH e PENNSYLVANIA 


FOR STEAMING CUSTARDS, PRESERVES, 
EIC., THIS ROASTER IS A WONDER — 
IT'S “TRIPLE AUTOMATIC”. READ 
MORE ABOUT THESE EXTRA 
ADVANTAGES ON THE AT- 
TRACTIVE, DESCRIPTIVE LABEL 
. ALL THE BEST FEATURES OF 
OTHER ROASTERS PLUS MANY 
NEW, LABOR-SAVING, BETTER - 
COOKING IMPROVEMENTS. 


CAUGHT IN THE GRAVY RESER- 
VOIR OF THE PAN. 4 























Play safe this year. 
Concentrate on Lionel, the one 
outstanding leader, because: 


1. Lionel out-advertises and outsells all other 
brands combined—and has for years. 


2. Lionel prices are down. You can now offer 
your customers the finest trains made at 
prices of inferior makes. 


3. By concentrating on and eliminat- 
ing the weak sisters—the less known, less 
advertised, less complete lines— you keep 
down your overhead, speed up turnover 
and net greater profits. 

e * e e 
HIS fall Lionel will blast America with the most 
smashing, dramatic and powerful advertising cam- 
paign in all its long history—and that means the greatest 
campaign in the history of all train advertising. For, year 
after year, Lionel has out-advertised and out-sold all other 
brands combined. 

So take a tip from the greatest merchandisers in the 

country. Play safe this year. Concentrate on Lionel Trains 

—and only Lionels. You can stake your life they'll sell. 


‘This concentrating on the one outstanding brand is 
simply common sense—playing safe. For, by eliminating 





less known, less advertised, less complete lines, and con- 
centrating only on Lionel, the one outstanding leader— 
you make your working capital go farther, and you make 
sure of faster turnover and greater net profits. 


Prices have been reduced but the values, the famous 
Lionel quality that has lead the world, are, if possible, 
even better. 


Lionel, always the most complete electric train line in 
all the world, forges still farther in the lead this year with 
21 new, important items — including 2 stunning new 
steam-type locomotives, an accurate weighing scale, a 
round house and an automatic signal bridge. This means 
still greater profit possibilities for you from the repeat 
sales that follow every purchase of a Lionel Train. 


Advance, pre-issue copy of 
Lionel Catalog—free! 


The first run of the great 52-page, full color Lionel catalog 
will be off the presses this week, giving full details and 
prices of the most dramatic train values in all history. 
Many leading executives in the trade have already re- 
quested that their copies be mailed to them first-class, 
special delivery. If you will write us at once on your 
official letterhead, your copy too will be rushed you the 
instant it comes from the presses, and far in advance of 
the regular release. But you must act at once. The 
executive edition is strictly limited. Write or wire us today. 


The Lionel Corporation, 15 E. 26th St., New York City (West Coast 
Branch, M. Sweyd & Son, 718 Mission St., San Francisco)... South- 
ern Branch, F. A. Jones, Rhodes-Haverty Bldg., Atlanta... Cana- 
dian Branch, Harold F. Ritchie & Co., Ltd., Toronto and Branches. 
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OPULAR 
MECHANICS 


MAGAZINE 






Coast to Coast 





Lionel advertising will ap- 
pear this year in the 12 This Campaign will 

be read by 
yy molelemeoleye) 


color comic sections of 38 ze all | : es 


magazines shown above 


PLUS huge page and half 





page advertisements in the 


great metropolitan Sunday 


( blanketing the country 


newspapers, covering the 
from AY a) coast) 


country from coast to coast. 
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THE 
HARDWARE 


CONVENTION at 
ATLANTIC CITY 

















THE 
MARLBOROUCH- 
BLENHEIM 


OCTOBER 
17, 18, 19, 20 





Much has happened during the past year. 
Conditions have changed. Every manufac- 
turer and every wholesaler owes it to himself 
to keep abreast of the times and be advised of 
developments within the Industry. A few 
days at the Atlantic City Convention will fully 
and completely post you, and give an accu- 
rate, profitable viewpoint of market condi- 
tions. You will be well repaid for attendance. 


Plan to be present. 


When tb harem / 


THE NATIONAL HARDWARE AMERICAN HARDWA 
ASSOCIATION OF THE U. S. MANUFACTURERS ASSOCIATION 
505 ARCH ST 342 Y YORK N AVENUE 
PHILADELPHIA, PA. NEW YOR a - 
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TOI 
MORE SOLD 
Than any other kind 





EX DNA | 





Used and recommended by canning experts for 21 
years. Sure to seal. Easy to open. No tugging. No 
prying. One big lip instead of two small ones. New 
live rubber that stays alive. Safe for all methods of 
canning. Original “cold pack” jar rubber; still the 
leader in this field. Nationally advertised. More sold 
than any other kind. Sales for 1931 show splendid in- 
crease over 1930. A larger profit. And a bigger repeat 
business, for you. THAT’S GOOD LUCK JAR RUB- 


BERS with the Big, Handy Lip. 


GOOD LUC K 
Jar Rubbers 


BOSTON WOVEN HOSE & RUBBER CO. 
Cambridge, Mass. 


Largest Makers of Fruit Jar Rings in the World 
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Coming!! September 29 
The Directory Number of HARDWARE AGE will 
be the next issue to reach you. This is the suc- 
cessor to the HARDWARE AGE Catalog, “The 
Green Book,” which has been the “stand-by” of 
hardware buyers for years. @ The Merchandise Direc- 
tory Section (over 300 pages) will enable you to 
locate readily the maker of practically any item of 
merchandise in which you may be interested. @ In 
the Catalog Section over 160 manufacturers present 
their condensed catalogs with detailed information on 
their various products, representing almost every 
kind of merchandise sold in the hardware trade. 
q@ A handy, convenient, time-saving compilation of 


buying information for buyers of hardware. 


@ Watch for your copy. J°s Coming ! g 
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GIMME TBAT CLOVER STUFF !Y 
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Do You Realize? 


vice, and fair dealing. 








SB 
a em SG; 





E. B. GALLAHER 


Editor, Clover Business Service 
Treasurer, Clover Mfg. Co. 


USED TOWUS, I TURNEDAD 

TWICET BEFORE SPENDING tee caine 
EARNINGS LOW AND PRICES: STILL UP IN THE 
AIR, 1 TURNED MY DOLLARS OVER 3 TIMES 
AND THEN KEP ‘EM! 
ARE COMING BACK- TAM ONC 


) THEN KEP EM! Now REAL VALUES 
E 
MY MONEY TWICET - BUT Imo Mebemen? 


mL 
mi! 


very acceptable in times like these! 


interested in, as listed below? 





ln these days of careful spending, merchants are beginning to realize more 


and more the advantage to be gained through stocking well-known, reliable merchandise 


which has won consumer acceptance through years of quality, useful ser- 


These are the goods which are always bought, 
both in good times and in bad—they are the goods 
which account for nearly all the business being done 


today. 


The reputation of Clover products for quality is 
worldwide—it has been in the making over a quar- 


ter century—consumer acceptance is always assured. 


And the best part of it is that while having a 


ready market at hand for Clover Grinding Compounds and Clover Abrasive Papers and 


Cloths, the merchant enjoys an unusually wide margin of profit on all Clover products— 


Won’t you allow me to send you samples and quote on the various items you may be 











CLOVER MANUFACTURING COMPANY 
NORWALK, CONN., U. S. A. 


SANDPAPERS 


METAL-CUTTING PAPERS AND CLOTHS 
WOODWORKING PAPERS AND CLOTHS Name 


E. B. GALLAHER: 

Clover Mfg. Co., Norwalk, Conn. 
You may send me, without obligation, samples of: 
| Green-Stripe Sandpaper. a 
| Red-Stripe Turkish Emery Cloth—for polishing. | 
| Yellow-Stripe Aluminous Oxide Cloth—for cutting 
| hard metals. The universal shop abrasive. 
| Orange-Stripe Garnet paper—for woodworking. 

Clover Grease-Mixed Grinding Compound. 

| Clover Water-Mixed Valve-Grinding Compound. _ 


























Address 





CLOVER GRINDING AND LAPPING COMPOUNDS = 


Character of business 
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A big, sturdy 
hanger for the 


big, heavy door 


| et Big 4: always makes good. Dealers 
experience a great deal of satisfaction 
from selling and recommending this stur- 


dily built, dependable hanger. 





A heavy embossed hood gives the hanger 
added strength, while the wheels glide along on anti-friction roller 
bearings. The axles and rivets are Sherardized to prevent rust. 


One of the outstanding features of the 


National .2S4: 


is the fact that it is both rigid and flexible—rigid normally, yet 
flexible in the event of the — being accidentally bumped. 


A specially designed braced rail furnishes an even, perfect tread 
for the hanger wheels and holds the doors close to the structure. 
Due to the special bracing features, this rail will not sag. 


If your stock does not include the ‘Big 4, a very profitable busi- 
ness for this popular hanger may be going to your competitor. 
The ability of this hanger for handling heavy 


doors is widely recognized. National 


makes hardware to 





serve every building 


Further particulars will be | Sirs sez Qasr 


line. The items be- 


sent on request if desired. low are all big sellers: 


‘ . - Sliding Door Hangers 
National hardware is sold direct to the Sliding Door Rail 


retail dealer—a policy that promotes qual- Garabs Gkctwase 
ity, service and direct selling cooperation. sine Tatts 
Screen Hardware 
* Strap and Tee Hinges 
ationa Half Surface Butts 
Mortise Butts 
* Ornamental Hinges 
anufacturing Company Cupboard Turns 
Sash Locks 





Sash Lifts 























Sterling, Illinois 
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480 is the number of processes, tests and in- 
spections it takes to guard the quality of 
Edison MAZDA lamps in such a way that they 
assure user the highest known efficiency in 
light. 


But General Electric doesn’t even consider 
that enough. As an additional check on 
quality, 40,000 MAZDA lamps are tested each 
day by the Electrical Testing Laboratories, 
New York, an 
whose technical findings are accepted as 
standard in the electrical industry. 


independent organization 


People buy lamps to get 
light. They are thinking 
of light when they buy 
lamps from you, Mr. 
Agent. The only service 
a lamp can perform is to 
convert electricity into 
light! Edison MAZDA 


lamps do this job economi- 





cally, efficiently, and reliably — have been 


480 Steps to 
Quality! 












Testing the strength of the basing cement of an Edison Mazpa 
lamp. Rubber arms take a firm hold on the bulb, while the 
base is inserted in a socket. Then a twisting force is applied 
several times as great as the lamp meets in normal service. 
Weak bases have no chance to get past this test! 


doing it for years. More and more people 


know about it through our advertising. 


Make sure that your customers get what 
they want by supplying them with Edison 
MAzpaA lamps. Point out the G. E. mark on 
the end of the lamp. You will find that it 
pays. Nela 
Park, Cleveland, Ohio. 


General Electric Company, 


EDISON MAZDA LAMPS 


GENERAL (46 ELECTRIC 
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Tye got anew bicycle,” says 
the school-boy. “It’s a dandy 


— and it’s a Simmons.”’ 


ee, wa, 
& 
“I’ve got a new saw,” says the “I’ve got a new washing ma- 
carpenter. “‘A Simmons Keen chine,”’ says the head of the 
Kutter. I’ve used that kind for house. “It’s a real Simmons 


years, just as my father did.” Polly Prim.” 
* * 


“I’ve got new tires,” says the 


at 


motorist. *“Simmons K-K’s — 


the best-lookin gtires Lever had.” 





te Spi pride in the mere possession 

of Simmons merchandise, plus 
the service it always gives, explains 
why thousands of dealers have sold 
Simmons goods for three generations. 


In days like these— with unusual 
values uppermost in people’s minds 
—it pays more than ever to con- 
centrate with Simmons—to special- 
ize in the merchandise that has 
made the words “Simmons” and 
“Quality” mean exactly the same. 


SIMMONS HARDWARE COMPANY 


U.S.A. 

















5 


**The Recollection of Quality Remains Long After the Price is Forgotten”’... E. C. SIMMONS 












14 





HARDWARE AGE 


FLOOR REFINISHING Nie a.) ae (@) 


Moun after month 


Double X keeps hammer- 
ing away with a steady drum- 
fire of national advertising. 
Thru such dominating maga- 
zines as the Saturday Even- 
ing Post, Better Homes & 
Gardens, House Beautiful, 
The American Home, we are 
telling the thrift-story of 
Double X to millions who will 
read and heed. It is only good 
business to stock up and 
hook up... to keep Double X 
to the fore of your store ...to 
“tell the world” that your 
store is the place to buy it! 


Ask your jobber for prices 
and ask us for new display 
helps that grip the eye of 
passers-by. Schalk Chemical 
Co., 357 East Second St.; Los 
Angeles. Eastern Branch: 
3932 S. Lincoln St., Chicago. 


HITCH » 0 BLE 
YOUR STORE No | 


Double-Action: BLEACHES as it REMOVES” 
BIG FOUR 


RIPE saan Ria 
: Se eae aa 


Saree 
= 


BETTER HOMES 
& GARDENS 
ver 


ee 


<< 
JG 

tee 
a 


> 
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(TRADE MARK) 


at your jobber's : 


TESTED? 









of course they’re tested 
by every file test known! 


The Nicholson File Company takes no chances 
on the files which go out of its factories because 


these files must live up to the highest reputation 
for quality ever built up for this type of tool. 


We originate numbers of gruelling tests ourselves. 
If we discover a new method of file testing — we 
match Nicholson quality against it with results 
which are invariably gratifying. 


Testing, checking, retesting and rechecking are 
largely responsible for the undeniable fact that 
file users can’t buy Nicholson Quality unless they 
buy Nicholson Files. 


NICHOLSON FILE COMPANY 


PROVIDENCE, R.1., U.S.A. 


BoE ILE FOR 7 lee DU RPOSGE 
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Test 


your store 


for 


Twilight 


y Ke) 1-0 





How to get more business 


yel save money / 


| * want more business. Good 
lighting will get this business for you 
and actually save you money in the 
bargain—for everyone admits that 
good lighting in a store helps busi- 
ness. It attracts more people to your 
store. It speeds up your clerks and 
makes it easier for your customers to 
decide what they want quickly and 
accurately. It cuts down errors, argu- 
ments and returned goods. Yet the 
sad part of it is that most store owners 
think they have good lighting when 
they have no such thing. Eight out of 
ten hardware stores are losing busi- 
ness they badly need because Twilight 
Zone* lighting is hamstringing their 
efforts. Take no chances in your store. 


Make the phone book test 


Now, while you are thinking about it, 
get a telephone book. Then take it to 
various spots in your store. Stand 


* TWILIGHT ZONE That deceptive half-light be- 
tween obvious darkness and adeq illuminati 





Westinghouse 


i ee eee 
Gtatfu» a Sat see he 
City 
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where you and your men, or your 
customers, have to stand. Now open 
the phone book at random. Does 
every word stand out sharp, clear; 
can you read any name, address and 

hone number rapidly and with per- 
ect ease? You should be able to do 
so. The phone book is scientifically 
designed for perfect legibility under 

roper light. 50, if you can’t—if you 
ave to slow up, squint or drag the 
book closer to your face—you and 
your men are not getting enough light 
to wait on customers fast—and your 
customers are not getting enough 
light to see how good your merchan- 
dise really is. Eyestrain, headaches, 
fatigue, lost time and lost customers, 
all the hazards of the Twilight Zone* 


are at work hamstringing your profits. 


Rid yourself of Twilight Zone*. Make 
light make you money, not cost you 
money. Place lighting in your store 
on a scientific basis. The cost will be 
trifling and the profits big. 


Send for free bulletins 


Write the Commercial Engineering 
Dept., Bureau 172, Westinghouse 
Lamp Co., 150 Broadway, New York 
City, and we shall be glad to send 
you full details on how to rid yourself 
of Twilight Zones*, including a bulle- 
tin explaining correct types of illumi- 
nation. Please use the coupon below 
at once. Our supply of this bulletin 
is limited. 


9 If youare not already handling them, use coupon 
Do you sell lamps: below for details of the profitable Westinghouse 


Mazda lamp franchise. Not one cent of investment needed. 











Commercial Engineering Department, Bureau 172 
Westinghouse Lamp Company, 150 Broadway, New York 
[) Send bulletin explaining correct types of illumination. 
( Send information on Lamp Franchise. 
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ONe UNVARYING QUALITY crt, 


om 


ASSURES STEADY SALE gaaneeers; gantass 
AND PROFIT...... . oe 


ERE is a line of Wire Products that you can profitably mer- BARBED WIRE 
chandise to your trade. Every item in this list is made to one 
exacting high standard. Backed by aggressive advertising that is NAILS. TACKS. STAPLES 
national in scope and both local and national in influence, : : 
American Quality Wire Products are widely known and readily 
accepted as value leaders that bring repeat orders. 


POULTRY NETTING 


» ! WIRE CLOTHES LINES 

American Steel & Wire Company dealers enjoy the advan- : 

tages of a complete line of Wire Products. Thus one source of F 

buying reduces your investment—and higher quality assures POULTRY FENCE be 
steady and consistent profit. 


° Breck GATES : 


If you are not at present handling Zinc Insulated Fencing, or PERFECTION DOOR anv GATE SPRINGS 
our Steel Fence Posts or other items—then write for complete 


information. A real profit opportunity awaits you. \ 70'S a @) ae ie ee DS 


AMERICAN STEEL & WIRE COMPANY 


208 South La Salle Street, Chicago us And All Principal Cities 
Pacific Coast Distributors: Columbia Steel Company, Russ Bldg., San Francisco 
Export Distributors: United States Steel Products Company, New York ke 
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An excellent example, capitalizing 
the name of the store in the de- 
sign of the sign, tying in with all 
store advertising. Note how the 
daytime appearance blends with 
the facade of the building. 


By ALFRED PAULUS* 


ETTING his name in “lights” 
G is the dream of every actor, 

because it means he has 
made the grade of public recogni- 
tion. Getting your name in “lights” 
on an electric sign establishes you in 
the public eye as a hardware mer- 
chant. Not only does it signify good 
retailing, but it also assures you that 
potential sales among pedestrian 
trafic will not go the way of all 
“mortals” for want of finding your 
door! 

Identification alone is the major 
value of an electric sign. The gener- 
al public, too ready to follow the 
path of least resistance, may often 
pass your store, headed for the one 
down the street identified by a sign. 
Perhaps a customer, entering the 
business street in quest of a hard- 
ware store, will first get his bearings 
by searching for the nearest hard- 
ware sign. But, even if a person is 
not at the moment in the market for 
a sale, seeing your sign will fix the 
location of your store in his memory 
and will “line” him up as a future 
customer. 

The exterior sign is universally 
recognized as perhaps the most effec- 





*Illuminating Engineer, Westinghouse 


Lamp Company. 
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ouUR NAME in 


Eighth of a series of articles on modern store 

lighting as applied to hardware merchandising, 

presented in cooperation with Westinghouse 
Illuminating Engineers. 


tive medium of advertising for the 
retail merchant simply because it 
arouses the buying interest of the 
prospective customer at the “point of 
sale”. It is like the show window in 
this respect. Merely buying a sign, 





In this projecting sign, exposed 
and enclosed lamp, illumination 
are combined. The letters on the 
bottom cross member can 
changed to vary the message. 


however, does not always fill this 
niche in modern merchandising. 
Prior to making his selection, the 
merchant should study the problem, 
taking into account such salient 
points as: (1) location of store; (2) 
kind and design of signs on neigh- 
boring stores; (3) method of light- 
ing; (4) architecture of store front; 
and (5) local sign regulations. 


Value of Contrast 


Effectiveness of electrical adver- 
tising is laggely measured by its de- 
gree of contrast in the neighborhood, 
particularly with other signs on the 
street. This influence has much to 


do with the kind, design, and light- 
ing of your sign. 

For example, if all neighboring 
signs were the horizontal projecting 
kind (one having the printed mes- 
sage running horizontally), a vertical 
sign (with the words printed up and 
down) is more effective by virtue of 
contrast. Likewise individuality of 
design and shape results in contrast 
that improves advertising value of 
a sign. Choice of color and style of 


Typical gaseous tube sign has the letters 
marked with glowing lines of light. 
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lettering do much to make a sign at- 
tractive, particularly in the daytime. 
At night, value of attention is main- 
tained by lighting. 

The typical hardware sign falls in 
either the projecting or the flush 
type class. Other mediums of elec- 
tric advertising, such as a roof sign, 
a sign board at some remote location, 
or a painted bulletin probably on a 
blank exterior wall, come in for too 
infrequent application by the aver- 
age merchant to deserve detailed dis- 
cussion in preference to the sign on 
the store front. 

The choice between a projecting 
and a flush typé sign is influenced by 
the results desired and initial cost. 
A projecting sign can be viewed 
from a greater distance up and down 
the street but the installation cost 
usually runs higher. City regula- 
tions governing the mounting height 
and projecting distance over the side- 
walk sometimes makes it difficult to 
install a sign so that it will be clearly 
visible in either direction. 


Flush Type 


A flush type sign, generally erected 
flush against the face of the store 
front, may lose some of the identi- 
fication value of a projecting sign, 
but it has other attributes, principal 
of which is dignified appearance rela- 
tive to the architecture of the build- 
ing. Authorities on electric adver- 
tising predict the day when all signs 
will be the flush type or built-in as 
a part of the store front. Architects, 
in particular, abhor the ugliness of 
projecting signs and as a result ad- 
vocate on every hand incorporating 
the sign into the structure of the 
building. A built-in sign can pro- 
ject slightly from the building face 
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Typical flush type sign mounted above the show windows is inexpensive 
and possesses good identification value by day. At night individual re- 
flectors on projecting arms provide the illumination. 


and thus become visible for quite 
some distances along the street. 
Building a new store or renovating 
the front of his present store, the 
hardware merchant will do well to 
include a built-in sign, for at that 
time the installation cost will be 
least and the sign itself will blend 
best with the appearance of the store. 


Capitalizing on Design 


In the design of the exterior sign 
lies the “power behind the throne” 
of effectiveness. Like the printed ad- 
vertisement, it strives for attention in 
competition with those on nearby 
stores. Thus distinctive shape, style 
of lettering, originality of message, 
the use of color, and the. lighting 
methods all play their part in first 
attracting the attention of people, 
second, inducing them to stop, and 
third, at least impressing them 
enough that they will remember the 
store and its location. 

Using distinctive shape as a basis 
for sign design, the hardware mer- 
chant may adopt several plans. Per- 
haps his name lends itself to an illus- 
trative design; or he may choose a 
well-known article of hardware mer- 
chandise for the shape of his sign. 
Again he may take advantage of the 
dealer signs offered by manufactur- 
ers, and thus in addition, probably 
reduce first cost for electric adver- 
tising. 

In individual design there is fre- 
quently the possibility of a trade- 
mark. Wherever other advertising 


appears, a cut of the sign will tie in 
the identification of the store. In 
the newspaper, on movie slides, in 
direct mail, or on letterheads a view 
of the sign introduces reminder and 
identification value. 

Brevity may be the soul of wit, but 
in the electric sign it is necessarily 
the “soul” of the advertising message. 
Space for the sign message is limited 
because the letters must be large 
enough to be read from a distance. 
Hence, the selection of words bears 
no little importance in telling the 
story. 

The simplest signs usually have 
the simple word “Hardware”. That 
is better than no sign at all, but con- 
siderable improvement in value of 
indentification results by including 
your name. The story can be told 
even better if the names of well- 
known hardware merchandise, such 
as “tools”, “glassware”, or “paints”, 
are represented. 


Importance of Light 


While artificial lighting has been 
flowering from a single incandescent 
lamp into thousands of varieties over 
the past 50 years, it has grown up 
hand in hand with signs. Today, 
identifying your location and name 
with a sign is known as electric ad- 
vertising. Hence, all outdoor signs, 
with an occasional exception, con- 
tinue their function after dark by 
means of artificial light. 

In electric advertising today, signs 
are generally classified by their 
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Courtesy American Sign Corp. 
An attractive design of an en- 
closed lamp sign with the message 


in opal glass letters. Familiar 

hardware merchandise forms the 

basis of a simple advertising 
message. 


method of lighting. These are: (1) 
exposed lamps; (2) enclosed lamp; 
(3) silhouette; (4) reflected light: 
and (5) gaseous tube. 

In the exposed lamp sign the 
Jamps are visible to the observer and 
for that reason, it is well suited for 
Jong viewing distances. Exposed 
amps may be adapted to unusual 
lettering, trademarks, and other de- 
sign features with ease. 

The lighting of enclosed lamp 
signs is opposite in principle. The 
lamps are within the sign, usually 
illuminating opal glass letters or a 
translucent design. The viewing dis- 
tance of enclosed lamp signs is less, 
being most effective for distances 
under 500 feet. Neat of design, the 
enclosed lamp method of lighting is 
particularly appropriate for flush 
type and built-in signs, where the 
viewing distance is restricted. 

Silhouette signs consist of opaque 
letters of sheet metal or wood 
mounted several inches in front of a 
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brightly illuminated background, 
against which they stand out in re- 
lief. Lamps mounted in a trough 
surrounding the message or mounted 
on the backs of the letters are the 
two methods of illuminating sil- 
houette signs. They are considered 
as a conservative and dignified form 
of electric advertising, but are not 
effective at long viewing distances 
because the background cannot be 
made sufficiently bright. 

Closely associated to the silhouette 
sign, in principle of lighting, is the 
reflected light sign which is gener- 
ally of the poster panel type. It 
consists of a painted advertising 
message, or a picture, illuminated 
perhaps with individual reflectors 
that project out over the sign. Some- 
times a continuous trough, equipped 
with standard lamps runs along the 
top or around the borders of the sign 
to supply the illumination. Many 
hardware stores today use this type 
of sign, and no doubt it is good 
enough for the small business section 
where there is little or no competi- 
tion from large signs. 

Gaseous tube signs are constructed 
of gas filled glass tubing, the gas be- 
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Popular design of reflected light 
sign is inexpensive in first and 
operating costs and has good day- 
time appearance with illumination 
from overhead trough giving it 
night time advertising value. 


coming luminescent when charged 
with a high voltage alternating cur- 
rent. By using various kinds and 
mixtures of gases, or colored glass 
tubing, a range of colors may be 
produced. Since its introduction, 
however, gaseous tube lighting is en- 
joying more popularity when used in 
combination with _ incandescent 
lamps. 


Continual effectiveness of electric 
advertising is a direct result of reg- 
ular maintenance. Frequently a good 
sign loses its appeal because of de- 
terioration. A well kept sign re- 
flects good business practice and en- 
courages the public to inspect your 
merchandise with confidence. On 
the other hand, an electric sign with 
burned out lamps, dirty surfaces, or 
improper operation is not only difh- 
cult to read, but also reflects lax re- 
tailing methods. 

As soon as you erect a new sign, 
arrange for periodical maintenance. 
Clean the .sign and lamps; inspect 
the sockets and wiring; at least once 
every two months and_ preferably 
every month. At the same time, in- 
spect the flasher and see that it is 
properly oiled and greased and has 
no worn parts. At least once a year, 
examine your sign for repainting, in- 
cluding the reflectors of the light 
sources. Burned out lamps perhaps 
do more than any other thing to mar 
the appearance of a sign, and as soon 
as one ends its service, replace it. 

The kind of material in a sign af- 
fects the maintenance after it is in- 
stalled. One reason porcelain signs 
are popular is because they are easy 
to clean, a little soap and water do- 
ing the trick. Next to porcelain 
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Night time attraction of this en- 
closed lamp sign is produced with 
translucent letters. 
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Our Great 
American Weakness.. 


restaurants that specialize in 

one dish. Do you remember 
Fredericks? You went there when you 
felt like eating “duck presse” with a 
bottle of good Burgundy. When you 
paid your bill they handed you a 
postal card with a picture of the res- 
taurant and a certificate to the effect 
you had eaten duck No. 4144. You, 
of course, mailed this postal card to 
some friend in the U. S. A., and he 
probably filed it away with the deter- 
mination when he went to Paris to 
also eat his duck. I suppose this 
restaurant still exists. The original 
Frederick met you at the front door. 
He was very stout and sported a long 
beard. As years passed his beard 
turned white. Then he passed on to 
his Fathers and the restaurant was 
continued by a member of his family. 
But in all the years that I knew Fred- 
ericks the size of that restaurant never 
increased. Frederick would serve so 
many people so many ducks, and that 
was all there was to it. 


N Paris there are a number of 


Another restaurant made a_ spe- 
cialty of lobsters prepared in a cer- 
tain way with mustard. The recipe 
was a secret. With this lobster you 
drank Lanson Champagne. When 
you felt like lobster and champagne 
you went to this place. It has been 
running for years. It has never 
changed. It is the same size now as 
it was twenty-five years ago. Still 
there are certain numbers of people 
who come regularly for this lobster 
and champagne. 


In America 


Now, what happens here in the 
United States? If a restaurant hap- 
pens to make some special dish that 
attracts customers, the next thing you 
know they have knocked out a wall! 
and your restaurant is twice its size 
with service one-half as good. If 
businéss continues to increase they 
knock out another wall, so the restau- 
rant is three times as large with the 


SEPTEMBER 15, 1932 


food and service one-third as good as 
it was. In the early days the pro- 
prietor of this restaurant would prob- 
ably watch the kitchen, look after 
the quality of the food and also greet 
his guests, but when his business be- 
came large he delegated this work 
to others. His rent increased. His 
overhead increased. Waste increased 
and quality and service decreased. 

Years ago, in 1914, I used to go to 
a little restaurant in the neighbor- 
hood of Fifty-seventh Street, under 
the elevated railroad. The proprie- 
tor was a Greek. The walls were 
painted with scenes in Switzerland. 
It was a cozy little place. He had 
one musician who played the violin. 
but this musician was an artist. His 
playing was worth listening to. 

The other night, happening to be in 
that neighborhood, I dropped in to 
see my old friend the Greek. He was 
not in sight. The walls had been 
knocked out until his restaurant ex- 
tended clear to the corner. There 
were a lot of little tables crowded to- 
gether. There were an army of 
Greek waiters. Instead of the one 
violin player there was an orchestra. 
Being there I stayed. The service 
was bad. The food was poor and 
the orchestra was terrible. Finally. 
the proprietor stopped at my table. 
He remembered me. He told me that 
business was rotten and expenses ate 
up all of his profits. He was think- 
ing of closing out and returning to 
Greece. 

I have just read an article in the 
Financial Counselor on the subject 
of “Stability and Profits,” by March 
K. Powers. What Mr. Powers writes 
is so much like things I have written 
before that I am inclined to think he 
is a reader of the HARDWARE ACE. 
Probably you remember one of my 
articles in which I wrote to the effect 
that the Englishman when he was 
prosperous wanted more holidays. 
The German when he was prosperous 
thinks of nothing but reducing the 
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cost of his goods. The Frenchman 
when he is prosperous lays aside 
money to buy bonds so he can have a 
little farm and live in the country in 
his old age. But the American when 
he is prosperous all he thinks about 
is enlarging the size of his plant, 
increasing the size of his business, 
building up volume, and then wak- 
ing up some day to find that all of 
these things have not increased 
profits, but as a matter of fact have 
put him in the red. / believe in this 
article I stated that the great weak- 
ness of the average American bust- 
nessman is biting off more than he 
can chew. * 


Mr. Powers’ Article 
I think Mr. Powers’ article is so 
good that I am going to take the 
liberty of quoting a part of it. 


“The past eighteen months have 
made it disconcertingly evident 
that American business is so or- 
ganized that, for the most part, its 
profits are derived from the ‘final 
20 per cent’ of sales. 

“It might seem logical to as- 
sume that a business concern 
which can make $50,000 on $500,- 
000 of volume will produce $40,- 
000 profit when its sales slide 
down to $400,000 and $30,000 on 
$300,000 volume. Few business 
concerns, however, prove able to 
approximate such a ratio. Wher 
that topmost 20 per cent of sales 
disappears, so do the bulk of their 
profits. 

“Ts such a condition a necessity 7 
In order to make generous profits 
in good years must a concern be 
ill equipped for lean years? Or 
is the condition merely the normal 
outcome of the American business 
philosophy which teaches that 
‘when you stop growing, you start 
backward’—a_ philosophy whicfe 
selects bulk as the measure ef suc- 
cess? Isn’t it time that proprie- 
tors, managers, and_ stockholders: 
paused to question such maxims?’ 

“After all, is growth of volume 
the ultimate goal of business and 
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commerce? Isn’t distributable, 
spendable income the basic justifi- 
cation of labor and the primary 
incentive to investment? Is it as 
fine an accomplishment to earn 
$100,000 seven years in ten on a 
million dollar volume, only to 
show $100,000 losses in the other 
three, as it is to net a consistent 
$50,000 every year on a consistent 
half-million volume? 

“The merit in the less spectacu- 
lar procedure was graphically set 
forth in the remarks of a young 
European cutlery manufacturer 
who visited the United States in 
1916 to study our production 
methods. At lunch with two 
American manufacturers, the Eu- 
ropean casually mentioned that 
production in his factory, in peace 
time, was, on the average, six 
months behind orders. Simultane- 
ously both Americans launched 
the question, ‘Then why in 
heaven’s name don’t you enlarge 
your factory?’ 

“The Continental laughed mild- 
ly. ‘Oh, you Americans!’ he said. 
‘If it weren’t a patriotic duty, | 
shouldn’t today be interested in in- 
creasing my output. My great- 
grandfather founded this business. 
By the time he was sixty it had 
made him a fortune, so he gave 
the factory to his son. At fifty 
the son had accumulated his for- 
tune and retired. The business 
came to my father. He retired at 
forty-eight with his fortune. Now 
the factory is mine. Why should 
I change the procedure? Why 
gamble my present generous in- 
come on a speculative future that 
will depend on doubling my sales 
and then maintaining the in- 
crease? Why take the risk? You 
Americans, I know, won’t applaud 
my policy, but to me it seems the 
only wholly sane course.’ 

“The young European gave a 
complete expression to the princi- 
ple that assured profits, rather 
than maximum growth, are the 
test of business success. Less ro- 
mantic? Yes. Less adventur- 
ous? Yes. Less appealing to am- 
bition as we in business America 
accept the word? Most certainly. 
Nevertheless it rests on blunt, 
level-headed logic.” 


Some Examples 


The history of American business 
is just full of examples of where 
first-class businesses that were mak- 
ing a satisfactory profit have been 
ruined and lost to their owners by 
reason of this passion for over-ex- 
pansion. In my own experience in 


the hardware business I can outline 
case after case of disaster coming to 
manufacturers, jobbers and _ retail 
merchants because the people in con- 
trol of these enterprises became ob- 
sessed with the idea of the grandeur 
of large plants, great volume, branch 
stores and all that. 


In the Drug Business 


I remember when I was in the 
drug and chemical business there was 
one department of our business that 
had gone on for years in a quiet un- 
obtrusive way making very hand- 
some profits for our concern. No 
effort was made in this department to 
reach out for enormous volume. 
Every year the sales were just about 
the same and every year the profits 
were exceedingly satisfactory. I re- 
member distinctly some of the 
younger partners in this concern 
came forward with the argument that 
as this department paid such a hand- 
some profit it stood to reason if the 
volume were doubled, so would the 
profits also be doubled. The head 
of this house,a wise old man, who had 
been in the business all of his life, 
advised the younger partners just to 
continue this department as it was 
without becoming too aggressive. 

Then the old gentleman passed 
away. This department was devel- 
oped. It was advertised. The vol- 
ume increased. At first profits were 
satisfactory, but the aggressive man- 
ner in which we were pushing this 
department attracted the attention of 
all of our competitors. Evidently 
some of them made investigations 
along the lines of cgsts and selling 
prices. They saw it was a good 
thing. Those already selling the 
same line of goods also became more 
aggressive. Others who had not 
manufactured this line went into the 
business. Soon it became difficult to 
keep up the volume. Then came se- 
cret rebates. These secret rebates, 
of course, were followed by open 
price cutting. These price cuts led 
to claims from customers for still 
lower prices to protect their profits. 
Finally, the vicious circle became 
complete. This department which 
for two generations had produced a 
substantial part of the profits of the 
concern became utterly unprofitable. 
It was not only unprofitable to our 
concern, but the line of goods became 
unprofitable to everybody in the 
business. It would have been far 





better if the advice of the old head 
of the house had been followed to 
leave well enough alone. 


* * * * * 


The other day I received a severe 
shock. A man I have known for a 
number of years, who was at the 
head of the fur department of a 
large department store, told me the 
past summer he had done an excel- 
lent business. The idea of doing a 
good business on such an item as 
furs in a hot summer such as we have 
just had was certainly interesting. 
“Tell me all about it,” I said. 
“Well,” he replied, “you see at the 
beginning of last year I lost my job 
as a manager of the fur department. 
I have been in furs all my life and 
all I knew was furs. Now, just 
imagine a man trying to get a job in 
the fur business in times like these. 
However, I had a little money saved 
so I hooked up with another fur 
man. We opened a shop and sent 
out hundreds of circulars to women 
in New York and surrounding towns 
not on the subject of buying a fur 
coat, but on the subject of having 
their furs repaired and renovated, 
during the summer, as they probably 
did not expect to buy any new furs 
this fall. We stated on account of 
the times special prices would be 
made on repairing and conditioning 
furs. It was surprising the number 
of women who called at our place. 
They brought their furs with them. 
We made estimates and got the work. 
We arranged to have a few samples 
of fur coats on hand. Now and then 
by talking special prices we managed 
to make asale of a high priced fur 
coat. Several times the argument 
was used by women that investment 
in a fur coat was better than an in- 
vestment in stocks, at least surer and 
safer. So now we are going into the 
winter season and our little concern 
has actually done very well. 

“Of course,” he added, “the large 
concerns in the fur business with 
heavy leases and great overhead 
could not have done what we did. 
We managed to get away with our 
idea because we did a lot of the work 
ourselves and also because our over- 
head was low.” 

This furrier has quite a sense of 
humor. He was referring to the fact 
that one of the trust companies in 
New York made a specialty in han- 
dling receiverships. “Have you no- 

(Continued on page 50) 
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Legal Points for the Retail Merchant 


One of a Seris of Articles by Leslie Childs 


Business Letters 


Are Sometimes 


Libelous 


EEDLESS to say, no retail 
N merchant would intentionally 
ae write a libelous letter. That 
is a letter in which defamatory words 
are used that tend to degrade or in- 
jure another, in the eyes of the busi- 
ness world or his neighbors, for let- 
ters of this kind are extremely dan- 
gerous from the writer’s standpoint 
and frequently lead to costly litiga- 
tion. 


Letter Held Libelous 


In one case, a merchant was trying 
to collect a long overdue account, 
and wrote a letter to his correspond- 
ent in respect thereto as follows: 

“We return the papers in the D. 
case with the request that you present 
again, and if not paid please turn 
over to some justice of the peace, with 
instructions to sue on the knowledge 
of the fact that Mr. D. is about to 
leave the state for the purpose of de- 
frauding his creditors. The account 
is long past due, and if Mr. D.’s in- 
tentions were honest and sincere he 
would have remitted a long time ago. 
* * * Tt is not necessary that he 
come here to pay, he can pay you 
just as well as paying us if he had 
any honesty or sincerity of purpose 
to pay.” 

In holding the foregoing letter li- 
belous, the court said: 

“Parts of the letter which form 
the basis of the alleged libel are un- 
questionably libelous per se. Written 
or printed language which is pub- 
lished and which clearly charges dis- 
honesty or fraud is actionable as for 
libel. A publication which imputes 
an unwillingness to pay just debts is 
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libelous per se, for the reason that 
its tendency is to destroy a party’s 
reputation for integrity and fair deal- 
ing.” 

In another case of this kind, the 
defendant wrote a letter respecting 


the honesty of a business man in ™ 


which he said: 

“T would advise you to look out 
for the man (naming him) that you 
are shipping * * * to, unless you 
have surety for your goods, as he 
does not pay any of his shippers 
anything.” 

In holding the foregoing letter li- 
belous, and the defendant liable in 
the sum of $2,500 damages for writ- 
ing it, the court reasoned: 

“The manifest purpose of the let- 
ter * * * was to induce the person 
to whom it was sent ‘to stop selling 
* * * to the plaintiff, and commence 
selling * * *to the defendant. In 
other words it was a written slander 
upon the plaintiff in his trade and 
business; and, as such, it tended to 
prejudice the plaintiff therein, and 
hence was, within the well-estab- 
lished rules of law, libelous per 
rr 

So much for that case, and in an- 
other case of this character a man 
wrote a letter in which he set out his 
opinion of a third person in the fol- 
lowing language: 

“If you want to know what kind of 
a man (naming him) is, I can tell 
you. He is a liar and dead beat 
of the first order and I would like to 
sue him to get what he owes me.” 

Plain words, indeed, and as may 
be expected they were held libelous 
when the writer was brought into 






court to defend an action for damages 
growing out of the writing of the let- 
ter. The books contain case after 
case of this kind, but the foregoing 
are fairly representative of what the 
courts have held libelous. So now 


to sum up. 


Summary 


Generally speaking, any defama- 
tory words written and published of 
another that tend to degrade, or de- 
tract from his reputation in the busi- 
ness or social world in which he 
moves, will be libelous. And the 
person written about may in fact be 
a dead beat and a scoundrel of the 
first water, but it is rarely safe to say 
so in a letter unless the writer there- 
of is out looking for trouble and 
don’t care a hang about the results. 

In fact, it’s a mighty good policy 
in writing business letters to see that 
they are toned down, and so free 
from defamatory words as to make 
them libel proof. This may not be 
easy at times, but it is the safest 
policy to follow if after danger from 
becoming involved in a libel suit is 
to be guarded against. 
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Window Wallop 


What It Is—How to Obtain It 


OMEONE thought up the 

very expressive little word 

“Tt” to designate a certain 
something possessed by a com- 
paratively few people. If you 
have even a small amount of this 
elusive quality you can reason- 
ably hope for a slight edge over 
the other fellow. It is like that 
with advertising and window dis- 
plays, but we prefer to call it 
“window wallop.” 

To do one thing at a time and 
to do it extremely well is the first 
aim of the window with a wallop. 
When you try to exhibit the entire 
stock of hardware in a window 
display you are simply saying to 
the public, in effect, “we carry a 
full line.” Of course you do, but 
who wants to buy your full line? 
Better take a specific item or group 
of items, such as heating appli- 
ances or hunting goods, and devote 


26 


the message to that definitely. The 
next week take another, such as 
housewares or paints, and get a 


definite message over on these. 
Thus you tell the public some- 
thing that it will remember. You 
cannot remember a display which 
shows the whole stock—but you 
do remember that fine display of 
electric ranges or refrigerators 
you saw in the store on Main 
Street the other day. 

Next thing to consider, now that 
we have decided upon a simple 
and direct arrangement, is a defi- 
nite color scheme. Seasonal re- 
quirements as outlined here from 
time to time will guide you. For 
fall, generally, we will lean to 
warmer colors. But there are more 
definite influences even than that. 
For imstance, a heating appa- 
ratus requires the suggestion of 
flame. Strong orange with yellow 
will produce the hottest color ef- 
fect possible. Dark backgrounds 
will add to the effect of these hot 
colors. Picture satisfying warmth 
in the prospect’s mind. Sell him 
comfort and he’! buy your stoves. 
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In the hunting windows, quite 
naturally, we think of brown, 
buff and such autumn colors. 
There will be little difficulty in 
getting the proper combinations 
for this window. Nature sug- 


gests the perfect arrangement. 
Again, sell the customer the 
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woods and fields—he’ll buy your 
guns and ammunition. 

The big thing to keep in mind 
in your window displays is sim- 
plicity. Get one shot over at a 
time and you will be making 
good progress. A very effective 
wrinkle is to cover these fixtures 





Odell Hardware, Greensboro, N. C. 


with a cloth known in dry goods 
stores as duvetine. Get it in a 
dark color—black is best. Cut 
letters from felt of bright orange 
and simply place them on the 
duvetine. You will find they will 
hold fast as long as you wish 


(Continued on page 51) 











How Three Communities Benefit 


from 


The Game of Kitten Ball 


known as Kitten or Diamond 

Ball, is a sport that is rapidly 
growing in popularity throughout 
the entire country. Being a game 
which may be played by men, wom- 
en, girls and boys of all ages, it has 
almost unlimited attraction powers, 
which offer sales opportunities to ac- 
tive hardware dealers in small towns 
and in some cities, having an interest 
in the sport. 

Raymond L. George of the George 
Hardware Co., Grinnell, Iowa, a town 
of 5,000 population, is a member of 
the local park board. He has been 
active in promoting the game and 
the local leagues as a means of enter- 
tainment and for attracting people 
from neighboring towns and settle- 
ments to Grinnell to do their shop- 


P LAYGROUND Ball, sometimes 
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ping. Mr. George says of the game 
and the league, “With little effort 
there is no reason why the interest 
in Kitten Ball should not interest 
more people than all the baseball in 
this country. It has more possibili- 
ties than baseball. The ball and bat 
business has swung to this direction 
in our locality. Formerly countrv 
teams played baseball but now we 
sell them Kitten Ball equipment. 
Some use the 12 inch ball, but it is 
not satisfactory for us. It travels 
too far. As it is the 14 inch ball 
takes in plenty of territory. 

“A new 14 inch ball is used each 
night of play. We get half of this 
business on balls, the other hardware 
gets the other half. The league 
has stimulated Kitten Ball to such an 
extent that a number of teams were 


A night Kitten Ball Game at Grinnell, lowa 


formed that are not in the league. 
Country people have turned to this 
sport rather than baseball. 

“The league games being played 
in the downtown park bring lots of 
people out for the evening. There 
are large numbers of evening window 
shoppers. We try to have well 
lighted windows that will make them 
stop and look. A window is much 
more attractive in the evening. We 
know that lots of folks from neigh- 
boring towns spend their evenings 
here.” 

In 1930 five fifteen hundred watt 
lamps were installed in the public 
park used for Kitten Ball, to enable 
a longef period for the games. The 
night the lights were first used 600 
people attended the games and eleven 

(Continued on page 51) 
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Bust Among Ourselves 


by CHARLES J. HEALE 
Editor, Hardware Age 


HE other day Billy Steltz of 
Supplee-Biddle told an inter- 
esting story about a good cus- 
tomer paying his March bill and 
claiming a price of $5.40 on an item 
now selling at that price, but selling 
at $6.10 in March. Says Billy: “We 
paid more for the goods we sold him 
in March than we do today. The 
dealer sold the goods he bought in 
March for morethan he can get today.” 
Also,’ I might add, he had the cour- 
tesy of a pretty long credit arrange- 
ment which cost somebody money. 
If a wholesaler in a situation such as 
this should be forced to meet this 
unreasonable demand to hold the 
dealer’s future business, ‘there is a 
definite money loss that must be 
made up later. Multiply the abuse 
enough times and every account on 
the books will begin to pay a share 
of the extra general distribution costs 
about which there have always been 
so many complaints. The same situ- 
ation may arise in the relations of 
manufacturers with wholesalers. As 
always, unreasonable demands for 
extra concessions cost somebody 
money and, in time, cost everybody 
money. More economical distribu- 
tion will come only when buyer and 
seller both show a willingness to be 
reasonable. 


— HA — 


A neighbor of mine represents a 
small manufacturer, part of whose 
distribution is through hardware 
channels. He tells me some of his 
biggest customers have been attempt- 
ing to use the two-cents-per-check tax 
and the three cents letter postage as 
wedges to extend cash discount terms. 
These customers say imposition of the 
check tax and the higher postage rate 
necessitate consolidation of pay- 
ments. Upon this pretext they de- 


SEPTEMBER 15, 1932 


mand an extension of existing cash 
discount arrangements. 


oe HEA 


Says my neighbor: “For many 
years our terms have been two per 
cent in ten days, or thirty days net. 
Now we are asked to permit a cash 
discount, on the tenth, for all pur- 
chases during the previous month, 
an extreme discount period of forty 
days. We cannot do this without an 
upward adjustment of our selling 
prices, which are determined partly 
on the basis of our terms. In buying 
our raw materials we must pay net 
cash on receipt of invoice. Hardly 
any of our major purchases are sub- 
ject to discount nor to 30 day pay- 
ments. To meet this demand, as 
some of our competitors may, means 
just another form of price cutting.” 


——— 


NOTHER point to remember is 

the undeniable need of immediate 
tax funds by the government. If the 
increased postage and the check tax 
do not bring in their estimated share 
of revenue the deficit will be met by 
levying some additional form of tax- 
ation, which may be even more bur- 
densome than three cents letter post- 
age and the two cents tax on all 
checks. In actual money the differ- 
ence is 3 cents extra per check—rela- 
tively a small amount compared to 
the extra interest that would be borne 
by the seller if extra discount periods 
are effected. Furthermore, the extra 
interest charge does not help balance 
the public budget. 


a) 


If wholesale distributors generally 
in all lines of merchandise are suc- 
cessful in forcing this concession re- 





tailers will demand the same consid- 
eration from wholesalers. The next 
step will be for consumers to force 
extensions. Then everyone takes it 
on the chin, to an extent greater than 
if the check tax and extra postage 
were paid, as intended when the Rev- 
enue Act of 1932 was passed. It 
should also be remembered that 
these particular forms of taxation 
are emergency measures and, as 
such, are temporary. Adherence to 
the spirit of these levies should 
hasten their expiration. 


HA -—— 





A little investigation of this sub- 
ject indicates that the maximum forty 
day discount period is common pol- 
icy in some industries. Even in such 
fields buyers are reported to have de- 
manded an extension to fifty days as 
the maximum. This demand takes 
form by arbitrarily redating invoices 
after the twentieth, as of the first of 
the following month, taking the cash 
discount on the tenth of the next 
month. With this form of pressure 
there can be no limit. A_ possible 
and somewhat unfortunate reaction 
may be a concerted move by produc- 
ers to eliminate entirely the privilege 
of any cash discount and to insist 
upon net payments, without any 
period of grace. That is the way 
such situations often develop. 


—— HA 





If this problem has become seri- 
ous in the hardware field, here’s 
hoping hardware men will face the 
issue squarely and in its entirety 
and be governed accordingly. 
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ae JOYS are a big feature at our 

store,’ says W. Ivan Wilder 

of the Wilder Hardware Com- 
pany, Inc., North Tonawanda, N. Y. 
“We add considerable profit by their 
actual sale. Toys act as a wedge to 
get customers into our store. This 
type of merchandise enables us to 
sell ourselves more strongly to chil- 
dren who are, in truth, our future 
customers. 

“We pay more attention to chil- 
dren than to adults from Thanks- 
giving to Christmas. Not that we 
slight grown-ups in service and cour- 
tesy, but we do make a special effort 
to please the children. We spend 
plenty of time with them. We do all 
we can to create in their young 
breasts a desire for this and that. 
And after we have ‘sold’ them on va- 
rious items we ask them what their 
daddies are going to buy for their 
mamas for Christmas. They usually 
tell us and this enables us to talk up 
the items mentioned and thus form a 
bond of friendship between the 
youngsters and ourselves. The theory 
is this—and it works out mighty well 
in practice—that when the fathers 
get ready to do their actual Christ- 
mas buying, they will come with 


their children to our store, for the 
latter have praised our store to their 
fathers who, in turn, are guided in 
no small degree by what their chil- 
dren think and say.” 

This year’s Christmas toy selling 
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of TOYS 


North Tonawanda, N. Y.., 
hardware firm finds them 
a good business builder for 
other lines and profitable 
themselves. 


plan of the Wilder Hardware Company 
won’t vary much from last year’s. 
It will vary in two points only—in 
buying and in the method of selling 
the Wilder Company will have a 
greater variety of high class mer- 
chandise and the method of selling 
will be more personal and intense. 
Mr. Wilder does not consider the 
present business conditions a factor 
at all. He is not going to stock any 
cheaper merchandise than carried in 
past years. Instead this firm is go- 
ing in more heavily for the better 
merchandise, leaving the cheaper- 
priced items for the ‘Chains.’ Mr. 
Wilder feels that he will surpass last 
years business and round out the 
year in successful manner. 

As with most hardware stores, the 
Wilder Christmas toy business starts 
right after Thanksgiving Day which 
will find Wilders erecting a number 
of racks and booths over their center 
display tables. These racks and 
booths will be in pyramid shape and 
will be so constructed as not to in- 
terefere with the displays on the reg- 
ular tables. 

One large booth will be for dolls. 








Wilder Makes a Big Feature 


The Wilder Company goes in strong 
for dolls. Thus it starts early to 
build its’ adult buying clientele. In- 
teresting little girls in dolls forms a 
lasting impression in their minds. 
They have a friendly feeling for your 
store, says Mr. Wilder, and this feel- 
ing intensifies itself as the years roll 
on. 
Wilders carry two doll lines. 
Prices range from $1 to $10. The 
most popular seller is the $5 doll. 
No doll is sold under the $1 mark. 
Mr. Wilder explains that delving in 
cheaper doll merchandise isn’t worth 
the “candle.” He is content to let his 
neighboring ~ “chains” struggle to 
please customers in the lower-priced 
realm. 

A second booth will hold electric 
trains, all set up and roaring away 
continuously from Thanksgiving to 
Christmas. The electric train set-up 
contains a regular village that pleases 
boys immensely. According to Mr. 
Wilder an electric train set-up not 
only sells trains but it keeps young 
folks in the store for long periods of 
time. And all the while much good 
work can be done in interesting them 
in other things and creating a lot of 
good will for the store. 

Booth number three will contain 
toys for girls—dishes, flat irons, cast 
iron ware and innumerable items 
that appeal to younger feminine 
hearts. Rather than have toys dis- 
played in a great admixture fashion, 
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Mr. Wilder believes in the potency 
ef individual displays. He believes 
in the segregation of merchandise, for 
in displaying all that will interest 
little girls in one or two booths, he 
feels and knows that he will have 
their greater and undivided attention 
focused upon the particular merchan- 
dise he wishes to sell them. 

A fourth booth will contain me- 
chanical sets, chemistry sets, tools, 
rifles, footballs, boxing gloves and a 
grand array of miscellany that has a 
distinct boy appeal. So much for 


the booths. 
Doll Goods 


Over the sidewall cases, in line 
with the eye, will be an augmented 
array of doll carriages. Two dozen 
carriages will be on display. These 
will sell up to $15. Last year Mr. 
Wilder had no difficulty in disposing 
of this many carriages. He feels 
that his method of display is re- 
sponsible for his success in this di- 
rection. 

Then, along the aisles will be dis- 
played velocipedes and sidewalk bi- 
cycles. The latter will sell for ap- 
proximately $14.95, while the latter 
will be priced at $22.50. Last year 
the Wilder Hardware Company sold 
fifty velocipedes and bicycles at these 
prices. A point in their display that 
is worthy of mention is the fact that 
velocipedes and bicycles are dis- 
played in orderly manner and not 
too many are on the floor at one 
time. This “rolling stock” is dis- 
played “front wheels out,” ready for 
instant action. Having the merchan- 
dise not too crowded and having it 
in the correct display position makes 
for easier shopping by the little 
folks. 

In a special section over the regu- 
lar display tables there will congre- 
gate, the same as last year, items 
such as the following: Game boards, 
pool tables, skiis, toboggans, skates 
and shoes, caps, gloves, etc. 

“We are ordering 500 pairs of 
skates and shoes,” says Mr. Wilder. 
“We sold this many last year and 
have every reason to believe that the 
1932 season will find us disposing of 
an equal number. This is quite a 
volume, but skates with shoes at- 
tached can be sold in large quantities 
if they are on hand and if the re- 
quired effort is made to sell them. 
Speaking generally, business depres- 
sion or no business depression, mer- 
chandise can be sold if you have it, 
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if it is displayed well, if the prices 
are right, and'if you give the particu- 
lar prospect your whole and undi- 
vided attention. This attention must 
be courteous and intelligent. A sales- 
man must not give a customer the 
feeling that he is doing that cus- 
tomer a favor by waiting on him. So 
many customers buying in all kinds 
of stores have this complaint. They 
say salespeople are lackadaisical; 
that they don’t give them the proper 
attention; that they make us (the 
customers) feel that they (the sales- 
people) are doing us a favor by wait- 
ing on us. And the customers are 
right. But in our store we make a 
real effort to please. As mentioned 
earlier in this little talk this effort is 
more spontaneous when children are 
in the store. And the reasons are 
obvious! 

“In the skate department we will 
carry but one line this year. We’re 
not going to ‘play around’ with an 


inferior brand. Rather our energies 
will concentrate themselves on well- 
known merchandise and a_ bigger 
money volume is being expected this 
year.” 

All toys at Wilders will have a 
sprig of holly attached to them. 
And Santa will be in and out of the 
store much of the time. The Webster 
Street Businessmen’s Association 
(Webster is the principal business 
street in North Tonawanda) will pay 
Santa’s $15 a week salary for the 
first time this year. The Wilder store 
in former years had him exclusively 
and paid his entire salary. The new 
Santa will carry a knapsack that will 
contain Wilder toys. He will have 
a sign on his baek telling all and 
sundry to Shop on Webster Street. 
Santa will visit the city’s six schools 
at noon and after school hours and 
will hand out lollipops to young 
Tonawandans. 





Stop Asking How Is Business 


HIS is more than a message— 

it is an urgent request that you 

cease doing that one thing 
which, more than anything else, is 
hurting your business—hurting all 
business and adding to public appre- 
hension. 

Stop asking your customers this 
question—‘‘How is business?” In these 
words or in any words, don’t ask this 
question. 

A check-up has shown that thousands 
of salesmen have fallen into the habit 
of using that question in their ap- 
proach to every customer and prospect. 

One purchasing agent told the 
writer that by actual record, 89 per 
cent of the salesmen calling on him 
asked that question within the first five 
minutes. It is the worst thing you can 
do. 

What can you hope to accomplish 
when you ask a man to hold a “Post 
mortem” for your benefit. Can you ex- 
pect to sell him anything after asking 
him to talk about his troubles? 

Stop now and study your method of 
approach—What do you say? What do 
you invite? What train thoughts do 
you start? Stop selling gloom—stop 
telling the sick man how bad he looks 
—stop peddling calamity. 

Start selling confidence and aggres- 
siveness. If you call on retail stores 
do one of these things— 

Before you go into the store look 
in the show windows—if there is evi- 
dence that the dealer has tried to make 
a good display—start right off by say- 
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ing, “Mr. Blank, that is a nice window 
you have in this week—follow it up 
with whatever honest compliments you 
can pay. 

Perhaps you can suggest some sea- 
sonable items, not necessarily in your 
own line—tell him about a clever win- 
dow you saw in some other city. Tell 
him about something new that is sell- 
ing well. 

Perhaps his advertisement in his local 
newspaper might give you something 
to compliment him on. He may have 
a new display case—some change or 
improvement—look for something about 
the store, the clerks, or the man him- 
self, to praise, to start talking about 
—and bear in mind our March mes- 
sage—fight price cutting and cheap 
goods of inferior quality. 

If you sell to factories or to offices, 
get this same thought of a cheerful 
approach to the buyer. 

You don’t have to be a “joy spreader” 
—just be a real salesman with faith 
in yourself and the future. 

Recently a clothing manufacturer 
said to a salesman—‘“Bill, there is no 
business.” And Bill replied—“Mr. 
Smith, every time that clock up there 
ticks, a suit of clothes is sold in some 
store in this state——right now, when 
you say there is no business.” 

Bill had the right idea. He knew 
how business was and his courage was 
not failing. 

Stop asking—‘How is Business” and 
go out and make some business. 
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Central Hardware & Supply Co., Akron, Ohio, says “everyone is interested in 
electric refrigeration” 


“Kleetrie Refrigeration 
No Longer a Side Line” 


trical refrigerators were sold 
by the Central hardware & 
Supply Co., 200 S. Main St., 
Akron, Ohio. The efforts of out- 
side salesmen, the regular staff of 
the store and direct mail adver- 
tising are tied up by the company 
in selling electric refrigeration. 
Every member of the organiza- 
tion is “sold” on the line han- 
dled. Each one talks electrical 
refrigeration inside and outside 
of the store. In a recent month, 
a quota of 73 units was set up 
and by the 18th of the month 48 
refrigerators had been sold. 
Although wholesale distribu- 
tors for the electric refrigerator 
handled, 95 per cent of the sales 
made on the line have been 
made through the retail depart- 
ment. E. W. Heintz, manager of 
the store, says of the sales possi- 
bility of electric refrigeration. 
“We are of the opinion that 


ik a year and a half 201 elec- 
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this commodity hits right in the 
hardware man’s stock of mer- 
chandise, and through informa- 
tion that we have received from 
various manufacturers of iceless 
refrigeration that the hardware 
man is the most successful mer- 
chant for them. 

For handling electric refriger- 
ation sales the company has a 
sales manager and a crew of from 
three to six salesmen. “There 
is a large turnover in the sales 
force of any department running 


A niche utilized to display 
electric refrigerators 





on a strictly commission basis. 
We do have three men who stuck 
with us and have been quite suc- 
cessful,” says Mr. Heintz. “We 
believe that the average hardware 
store has in it at least one man, 
who if he would devote a part of 
his time to sales along this line 
and would study the sales helps 
that are furnished by iceless re- 
frigeration manufacturers that it 
could increase their volume con- 
siderably along this line. There 
seems to be almost an endless list 
of prospects. Every one is inter- 
ested. 

“This department is no longer 
a side issue with us, but one of 
our major operations. We are 
hoping for volume this year well 
over the $100,000 mark. 

Electrical refrigeration was 
added to the company’s stock to 
take up loss of volume in other 
lines. Canvassing, personal con- 
tacts with regular customers and 
direct mail advertising and bill 
boards were used to introduce the 
line to customers and prospects. 
Units are sold on terms varying 
from 10 to 25 per cent down, 
with the balance spread in pay- 
ments over one or two years. 

The Central Hardware & Sup- 
ply Co. has the manufacturer 
handle its installment paper for 
payment on electric refrigerators 
and so far has had less than 1 
per cent delinquency in the pay- 
ment of installments. A specially 
trained service man is employed 
by the company. 

The company has a forty-four 
foot store, with the electrical re- 
frigeration department in the 
center section, taking about fif- 
teen feet of the space, with two 
rows of units, twelve to fifteen 
samples being on display at all 
times. 


Mr. Heintz said, “‘For the ordi- 
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nary small store, we would say 
that two or three models would 
be all that would be necessary 
for him to carry where he is con- 
nected with a local distributor, as 


they would practically take care 
of all of his service and installa- 
tion. We have a set up with our 
dealers, whereby we deliver, in- 
stall and service for three years. 





All that is necessary for the 
dealer is to sell and carry a small 
investment of possibly $500, 
which he should turn at least ten 
times a year. 


This Plan Brought Former Patrons Back Again 


INNING back former 
customers who no longer 
patronize the store was 
accomplished by the hardware 
establishment formerly operated 
by the Scarsdale Supply Co., 
Scarsdale, N. Y., and now owned 
by the Chas. N. Mead Co. The 
plan, although simple in opera- 
tion, was carefully devised and 
produced excellent results. When 
a former patron’s account dis- 
closed that six months or more 
had elapsed since the last sales 
entry was made the plan was im- 
mediately placed into operation. 
As the first step, a personal 
letter from the president of the 
firm was mailed to every inactive 
account. This was accompanied 
by a questionnaire and stamped 
return envelope. The letter was 
phrased as follows: 


Dear Mrs. Adams: 

“The inactivity of your charge 
account suggests we have in some 
way failed to meet your require- 
ments. 

“Perhaps, under the circum- 
stances, it may seem like an imposi- 
tion—but we are going to ask you 
to take a moment’s time to check 
the attached questionnaire and re- 
turn it to us in the _ inclosed 
stamped envelope. 

“You see we like to make new 
friends—but we are even more 
eager to retain old ones. 

“Your cooperation in checking 
and returning the questionnaire 
will help us to make it truly worth 
your while to buy here. 

“Verv truly yours, 

“(Signed) Lester R. Stewart 

“President”’ 


The questionnaire, which ac- 
companied the foregoing letter is 
reproduced in an accompanying 
illustration. Returns on it aver- 
aged 40 per cent, which was con- 
sidered remarkably good for an 
inquiry of this nature. The ma- 
jority of those returning the ques- 
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tionnaire had no specific com- 
plaint to offer, but several men- 
tioned what they believed were 
faults of the store which should 
be corrected. In the latter in- 
stances, the store manager ar- 
ranged to pay them a personal 
call and endeavored to iron out 
any misunderstandings. 

This was a very effective meth- 


od and in practically every in- 
stance, difficulties were adjusted 
to the satisfaction of .all con- 
cerned. An important part to the 
plan was that persons who did 
not reply to the letter were fol- 
lowed up more closely than were 
those who did respond. It had 
been the experience of the store 
(Continued on page 50) 


This questionnaire brought an average return of 40% and provided 
many opportunities for contact with customers 





SCARSDALE SUPPLY COMPANY 


(Check Here) 


yard 


too low 


yard 


Store and Offices: Popham and Chase Roads 


ADDITIONAL REASONS. ....0...0.2.-.ccnereoc0e 





- Return envelope enclosed 


MY CHARGE ACCOUNT HAS NOT BEEN MORE ACTIVE BECAUSE: 


Your store delivery service is poor 


You do not carry a sufficient selection of merchandise 


You carry too high quality merchandise 
Your store prices are too high 


I do not receive prompt attention from your salespeople 
Your salespeople are discourteous 

Yovr salespeorle do not know their stock 

Your store is not conveniently located for me 


I did not realize you sold all the items listed 


ANDIRONS 2nd fl. FEeRTiLizers, PACKAGE inf LUGGAGE 2nd fi 
AWNINGS - 2nd fi. FirePLace Fixtures 2nd fl. LuMBER Yad 
Bicycies 2nd fi. FLAGGING Yard Moror Oi Gas. Sta. 
Baiwce Accessories 2nd fi. Fue. Ow 1 ft Chevron, Quaker State 
Buitpers HARDWARE Yard GarvEN Too.s 1st fl. and Sunoc 
BUILDING MATERIALS Yard Gas RANGES if. Mittwork, Curtis Yard 
CARPETS . 2nd fl GASOLENE Gas. Sta. OCCASIONAL FURNITURE 2nd fi. 
CANNEL COAL ‘ Yard Blue Sunoco, Mitchel Ethyl, OrFices 2nd fi 
CHINA AND GLASSWARE 1s f. and Mitchel Benzol OuTpoor Furniture 2nd ft 
Coat, DustLess Kincston . Yard GENERAL ELECTRIC REFRIGERATORS It fi PAINTS AND OiLs 1 ft. 
CONTRACTORS SUPPLIES Yard GIFTS AND Novetties 2nd fi. Peat Moss Yard 
Corpwoop Yard GLASsware, Fancy 2nd fl. POLISHES It fl 
Curtis Woopwork ea) _ Yard Hoover CLEANERS 1s fl. Repair SERVICE 1st fl. 
Breakfast Nook, China Closet and HouseHoLp APPLIANCES 1 ft. SAND Yard 
Kitchen Units Display .. wmowwnee 2nd fl. HOUSEWARES 1a fl. — SEeps 1s fl 
Draperies 2nd fi. INTERIOR DECORATING 2nd fi. SERVICE-INFORMATION BUREAU 1st fi. 
Du Bois Rustic Fence Yard KiTcHEN Au . ist fl. Sportinc Goops 1 ft 
Easy WASHERS AND IRoNneRs. 1 fl. KrrcHeN Tastes Basem't Steer Sasn Yard 
ELECTRICAL APPLIANCES ist fl. Lamps 2nd ft Toys 1st fi 
Ferritizers, Butk “ Yard LINOLEUM - 2nd fl. Upnotstery Fasrics 2nd fi. 


Telephone Scarsdale 400 


on the following directory: 


Gas Station and Yard: Heath Road at Heath Station 











33 


SEL II a 





The South Looks Up 


HAT of the prospect for bet- 
ter business this fall—is the 
question that is uppermost in 


the minds of us all, at this time. 

The writer recently had occasion 
to drive from Memphis to the Gulf 
Coast through the hill section of 
Mississippi and returned through the 
Delta section. A few days later he 
had the opportunity of driving 
north to the Kentucky line along the 
western part of the State, and re- 
turned through middle Tennessee. 
There is apparently a wonderful crop 
of corn, peas, beans, and other hay 
crops throughout the whole of that 
section. 

The cotton crop through west Ten- 
nessee and the whole of the State of 
Mississippi looks fine, although there 
is considerable complaint in certain 
sections about boll weevil infestation. 
Throughout the secton where live 
stock are gown, all cattle, hogs and 
other live stock seem to be in splen- 
did condition and the pastures in fine 
shape. 


Crop Cheaply Produced 


Information from other sections of 
our Southland would indicate the 
same condition existing over the 
greater part of it. The present crop 
has been produced very much more 
cheaply. probably than any crop 
grown in 20 years. It would require 
a lot of courage to make the definite 
statement that the depression is over, 
and that good times are immediately 
ahead, but it certainly does not re- 
quire any undue amount of optimism 
to believe that because of the bounti- 
ful crop prospect and the wonder- 
fully low cost of production, that our 
people of the Southland are going to 
be in substantially better shape and 
have a substantially better purchas- 
ing power during this fall and 
winter than they have had for the 
past three years, in spite of the fact 
that the selling price for all agricul- 
tural commodities is still very low. 

Better business, after all, is a mat- 
ter very largely of individual initia- 
tive and depends on the individual 
or the corporation having, first the 
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By W. I. MOODY 


Secretary-Treasurer 
Orgill Brothers & Company, 
Memphis, Tenn. 


ability to function, and second, the 
courage and the faith to enable them 
to look for the opportunity to in- 
crease their activities in a broader 
way than has seemed possible in the 
past three years. 

There is no question in the writer’s 
mind that the drastic liquidation of 
the past three years has been sufli- 
ciently thorough to enable very 
many individuals and corporations 
to go ahead on a broader and better 
and bigger scale. We all know that 
there are still individuals and cor- 
porations who still have an unduly 
heavy load, but there is never a time 
when there is complete liquidation 
or complete security and ease on the 
part of all. 

So—why should those who are in 
shape to go ahead in a bigger and 
better way, delay further in the face 
of the opportunity that is presented 
throughout the South today, for 
broader activity and a better busi- 
ness than we have seen for the past 
three years. Why not set September 
1 as the Special Day for everybody 
to put his shoulder to the wheel 
and by concerted action, start again 
the Wheels of Progress and of Bet- 
ter Business that have been standing 
still for so long a time. 


The first forerunner of any im- 
proved condition must always be a 
better and more hopeful frame of 
mind. The writer’s contact with va- 
rious individuals throughout the 
South, as well as other sections, 
leaves no doubt in his mind that 
there is a better and more hopeful 
feeling all along the line, and with 
good yields in prospect for our prin- 
cipal agricultural commodities, with 
fat cattle, hogs and other live stock, 
why should it not be safe and sane 
for us to face the coming fall and 
winter with confidence and with cour- 
age to build up our depleted stocks 
of merchandise so that we may offer 
to the people of our respective terri- 
tories the goods for which they have 
sore need, and offer them on the basis 
of the’ very greatly reduced cost 
which is possible now in almost all 
lines, and offer them with a feeling 
of confidence that the people 
throughout the land not only have 
the ability to buy a great many things 
they need, but that they will do so 
just as soon as they harvest their pres- 
ent bountiful crops. Let’s polish up 
the handle of the big front door, 
wipe the dust and cobwebs from the 
show windows and display cases and 
above all, look, feel and talk Better 
Times, and. we may be sure they will 
come. 





Electrical appliances and cutlery displayed by Phipps Hardware Co., 
Greensboro, N. C. 
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Who Makes It? 


Information regarding sources of supply as provided readers of HarpwareE AGE 
by its Buyers’ Catalog Department, is presented here as an aid to others 


seeking the same articles. 


Much of this information will be available to 


readers in the Directory Number which will be the Sept. 29, 1932, issue of 
Harpware Acg. This issue will contain most complete listings of manufactures 
of hardware and related merchandise, condensed catalogs of leading manu- 
facturers and additional reference data that will be useful to the trade 
throughout the year. It will be an issue which our readers will wish to retain 
in their files until supplanted a year later by the 1933 Directory Number. 


HoweE.t, Micu.: Who makes rub- 
ber recoil pads for shot guns of the 
type that are made to slip over the 
stock?—-M. R. B. Hardware Co. 

ANSWER: The Cushion Pad 
Corp., Sioux Falls, S. D.; Red Head 
Brand Co., 925 W. Chicago Ave., 
Chicago, Ill., and Morgan Adjust- 
able Recoil Pad Co., Youngstown, 
Ohio. 


* * * 


IrHaca, N. Y.: Where can repairs 
for Whitman & Barnes lawn mowers 
be obtained?—C. J. Rumsey & Co. 

ANSWER: R. Herschel Mfg. Co., 
Peoria, III. 

* * * 

BurLINGTON, Iowa: Who makes 
the Fruit Jar Sealer, which consists 
of a band fitting around the ring of 
the jar cover having a small roller 
for smoothing the edge of the cover? 
—Kaut & Kriechbaum Co. 

ANSWER: Wilson 
Niles, Ohio. 


* * * 


Mfg. Co., 


New York, N. Y.: Furnish name 
and address of the manufacturer of 
the Eiffiel Plierench.—Smith, Kirk- 
patrick & Co., Inc. 

ANSWER: Flash Sales Corp., 4807 
N. Ashland Ave., Chicago, III. 


* * * 


Crestview, Fia.: Advise where 
we can purchase light boots, army 


officer style, with zippers.—Cox 


Hardware Co. 

ANSWER: _ Teitzel-Jones-Dehner 
Boot Co., Wichita, Kan.; Waldo M. 
Claflin, 1606 Chestnut St., Philadel- 
phia, Pa., and Kirkendall Boot Co., 
Omaha, Neb. 

* * * 

WestrieLp, Mass.: Who manufac- 
tures a wire fork, extending from 18 
to 36 inches, approximately, same 
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being used for weiner roasts, etc. ? 
—Bryan Hardware Co., Inc. 

ANSWER: Michigan Wire Goods 
Co., 111 Second St., Niles, Mich.; 
Washburn Co., Wire Goods Co. Divi- 
sion, Worcester, Mass., and Hamblin 
& Russell Mfg. Co., Worcester, Mass. 

*% * * 

GLOVERSVILLE, N. Y.: Who makes 
a corn shredder, an article used to 
slit the kernels off sweet corn?—E. 
L. Durkee & Co. 

ANSWER: Walter Olcott, South 


Manchester, Conn. 
* * * 


EBENSBURG, Pa.: Who makes 
motor driven power grinders that can 
be retailed for $20 to $22—Schet- 
tig Hardware Co. 

ANSWER: Norton-Pike Co., Pike, 
N. H.; Modern Grinder Mfg. Co., 
Milwaukee, Wis.; Luther Grinder & 
Tool Co., 145 W. Seeboth St., Mil- 
waukee, Wis., and Wells Mfg. Co., 
Greenfield, Mass. 

* * * 

Brook yn, N. Y.: Who makes the 
C. & L. No. 32 blow torch?—-Helmus 
Hardware Corp. 

ANSWER: Clayton 
Mfg. Co., Detroit, Mich. 


* * * 


& Lambert 


New A pany, Pa.: Furnish names 
and addresses of several manufac- 
turers of steel wheels such as are 
used on farm implements.—Corson 
& Allen. 

ANSWER: French & Hecht, 
Springfield, Ohio; Empire Mfg. Co., 
Quincy, Ill., and Peru Wheel Co., 
Peru, III. 

* * * 

Jersey City, N. J.: Who makes 
mirrored escutcheons with holes for 
knob and_ cylinder? — Lancaster 
Hardware Co. 


ANSWER: Semon Bache & Co., 
636 Greenwich St., New York, N. Y. 


*% * * 


Wisconsin Rapips, Wis.: Where 
can we obtain repairs for the Eden 
washing machine ?—Guarantee Hard- 
ware Co. 

ANSWER: Appliance 
Springfield, Ohio. 


* * * 


Corp., 


BusHNELL, ILL.: Where can we 
purchase miniature marine hardware 
and specifications for model boat 
building ?—Hartrick Hardware. 

ANSWER: Boucher Playthings 
Mfg. Corp., 150 Lafayette St., New 
York, N. Y., and Wright Model Air- 
plane Co., 411 E. Shiawasse St., 
Lansing, Mich. 


* * * 


Payne, Onto: Furnish name and 
address of the manufacturer of Bow- 
lene, a preparation used for cleaning 
toilet bowls, sinks, ete.—Sullivan & 
Treat. 

ANSWER: Climalene Co., Can- 
ton, Ohio. 


* * * 


BLUFFTON, InD.: Where can we 
buy heavy tratk and hangers of the 
types used in slaughter houses? — 
Jones & Ash. 

ANSWER: The Louden Machin- 
ery Co., Fairfield, Iowa; Richards- 
Wilcox Mfg. Co., Aurora, IIl., and 
Whiting Corp., Harvey, III. 


* * * 


JuntaTa, Pa.: Who makes bronze 
barrel swivels used by fishermen? 
We know where to buy them in brass, 
but have had calls for bronze.— 
Mazurie & Goshen. 

ANSWER: South Bend Bait Co., 
South Bend, Ind. 
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IDEAS 


to Gain New Customers 


AGE we discussed the possi- 

bilities of Outside Selling, 
stressing the point that if cus- 
tomers do not visit the hardware 
store as frequently as we would 
like, it is up to us to make an 
obvious move and bring the store 
to their door. 

While in our earlier article we 
merely discussed the possibil- 
ities in calling on women pros- 
pects for the sales of vacuum 
cleaners, electric refrigerators, 
and the like, the plan is subject 
to much wider application. Just 
for example, there are the farm 
folk. Why not go out after their 
patronage? Map out a motor 
trip covering some of the good 
rural routes. Call on all of the 
prosperous farmers in your vic- 
inity. This is the very best time 
to talk to farmers. They are 
not so busy and you will find 
them glad to talk. 


ik a recent issue of HARDWARE 









~o 


The Chinese wipe 
the slate clean once 
a year. 


The farmer and his family 
will be pleased that you have 
taken the time and trouble to 
drive out and see them. As the 
conversation proceeds, you can 
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Maxwell Droke, well 
known business letter 
writer, tells of some 
tried and proved 
selling plans. 


easily turn the talk toward the 
things you have to sell. 

Every farmer needs things 
from the hardware store, and it 
isn’t always convenient for him 


One _ dealer 
sent out sev- 
eral thousand 
postcards offer- by") 
ing a good i, y 
hammer. Mehl ade 











to get into town to make the pur- 
chases. You can take his order 
while you are right there, and 
save him a bit of trouble. 

Then, too, you will find this a 
good time to talk about paint, 
roofing, farm implements and 
other items that run into quite a 
bit of money. And the farm 
women will be just as interested 
as their city cousins in vacuum 
cleaners, washing machines, 
electric refrigerators and all the 
other labor-saving devices. 

Bear in mind that as a success- 
ful merchant, you should always 
be on the alert for new custom- 
ers. They are the life blood of 


every business. Those who have 








You will find them glad 
to talk. 


made a study of the matter as- 
sure us that a retail business, if 
it is to prosper, must renew its 
“weight” in customers each 
seven years. Thus, if you have, 
at the moment, a thousand cus- 
tomers, you should glean a thou- 
sand new ones by early 1939, to 
replace those who die, drift 
away or move out of your nor- 
mal trading area. 

Why not make it a practice to 
call upon every new family that 
comes to the community? Mov- 
ing time nearly always brings a 
demand for something in the 
hardware line. And there’s al- 
ways a good chance that you can 
interest these newcomers in more 
pretentious merchandise. 

Since these new arrivals have 
not had an opportunity to form 
buying habits in the community, 
it is only natural that you, being 
on the ground first, will have an 
edge on less enterprising com- 
petitors. Even though you may 
not make a sale on this first call, 
the chances are strongly in your 
favor, when they are in the mar- 


Tell them 
there is room 
on your ledger 
for them. 
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_ ket for the merchandise you sell. 

It is well, also, to call on old- 
established families who move to a 
new location. 

When you make a sale to a new 
customer, either as a result of a per- 
sonal interview or in some other man- 
ner, show your appreciation in a 
definite way. Send that customer a 
little note of thanks; let him know 
that you appreciate his patronage. 

Of course, you or one of the clerks 
has thanked the customer personally 
at the time the purchase was made. 
But somehow there is an added “kick” 
in a message delivered by the post- 
man. It tickles the customer’s van- 
ity; makes him feel important, and 
decidedly friendly toward your store. 
And the cost is only three cents! 

Here is a suggested letter. Of 
course, you can change it around to 
meet your individual needs: 


OOO MEO 65s eet 54s : 


I want to thank you for the pur- 
chases you recently made in our 
store. I believe this is the first 
opportunity we have had to serve 
you, We appreciate very much 
the confidence you have reposed 
in us, and hope that this may be 
the beginning of mutually pleas- 
ant relations. 

If at any time we disappoint you 
in our merchandise or service 
(and we’re only human, you 
know) I do hope yoa will not 
hesitate to let me know. You 
may be sure we'll make it right. 
With every good wish, I am, 

Sincerely, 


A number of hardware merchants 
of my acquaintance have been quite 
successful in offering “specials” to 
attract new customers. One dealer, 
not long ago, sent out several thou- 
sand post cards offering a good ham- 
mer, at a temptingly low price. The 
offer was also repeated in the local 
newspaper. He shrewdly figured that 
every home needs a hammer; but this 
is one of those purchases so often 
neglected or postponed. The special 
inducement to “buy now” worked 
well. 

Of course, this merchant made 
very little profit on the hammer. He 
made it a “loss leader,” as the chain 
stores say, to bring people to the 
store. 

And in that respect the plan was a 
great success. Men came in to spend 
a few cents for a hammer; but they 
often selected several other tools at 
the same time. Then their attention 
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turned to fishing tackle or golf clubs 
or hunting equipment. Even radios 
came in for their share of interest. 
The natural result was that the dealer 
moved much high-priced merchandise 
on which he made a normal profit. 
Of course, all of these sales were not 
closed immediately. A number of 
customers “browsed around” and re- 
turned later. But the final sale was 
credited to their interest in that bar- 
gain hammer! 

Contests and store demonstrations 
of all sorts have their chief value in 
the fact that they bring people into 
the store where they can see the mer- 
chandise at close range, learn how it 
works and what it does. The seed 
of desire thus planted may bear fruit 
weeks or months later. 

And now, as a final consideration, 
let me throw out this thought: There 
is just one thing better than landing 
a new customer, and that is bringing 
back into the fold some patron who 
has gone elsewhere to trade. There’s 
real satisfaction and profit in re- 
claiming these “strays.” 


Wear Mie 6<cc cece ee : 
On a certain day each year the 
Chinese make it a practice to 
forgive all offenses, real or 
fancied, renew old friendships 
and seek to learn whether they 
have perhaps, unknowingly, hurt 
some friend. 
It made us think of you when 
we read about this splendid cus- 
tom. It has been some time 
since you have made a purchase 
here, and we are wondering. .. . 
Will you tell us frankly why we 
have been denied the pleasure of 
serving you recently? If we 
have fallen short in service or 
merchandise, we’d surely like an 
opportunity to set matters right. 
And if it’s just a case of “drift- 
ing away” we want you to know 
that a warm welcome awaits you 
here. 
May we have the pleasure of 
greeting you some day soon? 
Sincerely, 


And here is another letter a mer- 
chant sent to all customers who had 
made no purchases within a year. It 
worked out very well, indeed: 


Dear Mr. .....--+-03 

Dar a ie 

Those question-marks exactly 
We have 


express our feelings. . 
been wondering why you haven’t 





ber, published Sept. 29. 


Watch for it. 





The next issue of HARDWARE AGE will be the Directory Num- 
It will include complete and accurate 
“Who Makes It?” information and is the successor to the fa- 
miliar “Green Book” published previously as the Hardware Age 
Catalog for Hardware Buyers. 
vide the names and addresses of manufacturers making hard- 
ware and allied lines suitable for hardware distribution. There 
will be more than 500 pages of useful information in this issue. 
You will wish to retain this number permanently 
for reference purposes. 


This Directory Issue will pro- 








Consider, for a moment, some of 
the people who were buying of you 
two, three or five years ago, and who 
are not now active customers. What 
has become of them? Why aren’t 
you getting their patronage? And 
most important of all, what can be 
done about it? 

The answer is that most of these 
inactive customers have just drifted 
away. Buying habits change from 
time to time; usually for no valid 
reason. A few may have grievances, 
actual or fancied; but for the most 
part they probably couldn’t tell you 
why they have ceased trading with 
you. You know how those things go 
in your own experience. For years 
you bought all your clothing from A. 
Now you’ve switched over to B—and 
hardly know why. How could A get 
you back again? Perhaps a letter 
like this might help: 


been in to see us. It has been a 
long time since we have had the 
* pleasure of seeing you here at 
the store, and of posting an item 
to your account. 
And we are distressed about it. 
There’s plenty of room on our 
ledger page for more entries! 
And charging purchases to a 
good customer like you is our 
chief delight. 
Once upon a time a wise phil- 
osopher remarked that “an old 
friend is worth two new ones.” 
And so, although we are gaining 
new customers every day, we are 
doubly anxious to retain the pat- 
ronage of our good old friends. 
We hope you will drop in some 
day soon, and if by any chance 
you have a grievance, bring it 
right along with you, and give 
us a chance to set things right. 
That’s fair, isn’t it? 
With sincere good wishes, 


4 


In these keenly competitive days it 
costs real money to get a customer on 
the books, and it certainly is worth 
every reasonable effort to keep him. 
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The Bureau of Internal Revenue 
recently made an informal ruling 
that all carving sets with sterling 
mountings when sold by the manu- 
facturer for $3 or more per set are 
taxable. The tax is provided in Sec- 
tion 605 of the Internal Revenue act 
of 1932. Where parts of carving sets 
are sold separately for less than $3 
each they are tax free. But if each 
unit, such as knife, fork and steel, is 
invoiced separately at $3 or more the 
tax applies. The Bureau ruling was 
made informally and has not been 
publicly announced. 

The Bureau also has informally 
ruled that parts of athletic uniforms 
are taxable. Protests had been made 
by manufacturers that parts are tax 
free. Actually, the question of a tax 
or no tax rests with the construction 
and design of parts. If clearly made 
for athletic use, as against general 
use, the tax applies. On the other 
hand garments that are not especially 
marked and can be used for general 
wear are tax exempt. Sweaters with- 
out any lettering or other marking 
signifying athletic use are tax free. 
Lettered, or otherwise marked espe- 
cially for athletic use they are taxable. 

The ruling was made in reply to 
an inquiry submitted to the Bureau. 

“You are advised that if a basket- 
ball shirt by its construction and de- 
sign is specifically made to be used 
only in playing basketball and could 
not be used for general wear, it is 
taxable when sold as such under sec- 
tion 609 of the Revenue act of 1932,” 
the Bureau announced. “A complete 
basketball uniform under this section 
of the act and the tax attaches to the 
sale price of the entire uniform. 

“Sweaters for general wear are not 
taxable unless sold as part of a uni- 
form. 

“A letter or emblem attached to a 
garment that could be used for gen- 
eral wear would convert it into one 
that could be used in a game or con- 
test, such as basketball and the gar- 
ment thereby becomes subject to 
tax.” 

Sporting goods manufacturers and 
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New Tax Rulings on Carving Sets 
and Parts of Athletic Uniforms 


By L. W. MOFFETT 
Washington Representative, HarpwarE AGE 


Bureau of Internal Revenue 
Rules Silver Mounted Carv- 
ing Sets Sold Complete for 
$3 or More Are Taxable— 
Individual Pieces Sold Sep- 
arately for Less Than $3 
Each, Tax Free—Parts of 
Athletic Uniforms, Taxable 
Unless Suitable for General 
Use as Wearing Apparel— 
Manufacturers Protest Lat- 
ter Ruling. 





dealers are dissatisfied with an in- 
formal ruling that sales of athletic 
equipment are tax-exempt when 
made to states or political subdivi- 
sion to be used in the exercise of “an 
essential governmental function” 
provided such sales are made direct 
by the manufacturer. 

Athletic goods manufacturers have 
argued that such goods are never used 
in carrying out “an essential govern- 
mental function.” The question as 
to the definite meaning of the phrase 
apparently has not been entirely 
cleared up. Indications are that a 
ruling will be made that certain 
equipment is used for a purpose 
while other equipment does not come 
within the meaning of the phrase. It 
is believed, for instance, that it will 
be held that certain equipment used 
in gymnasiums of state or municipal 





Any Questions 
About New Taxes @ 


Harpware AcE desires to help 
its readers solve their prob- 
lems in connection with the 
application of the new 
taxes. Inquiries will re- 
ceive personal attention of 
L. W. Moffett, our Wash- 
ington Representative. Ques- 
tions and answers of general 
trade interest will be pub- 
lished. Address your in- 
quiries to Editor, Hardware 
Age, 239 West 39th St., New 
York City. 









institutions, including _ hospitals, 
schools, etc., is used as “an essential 
governmental function” while equip- 
ment used on playground perhaps 
would not be so classified and there- 
fore would be taxable. 

Manufacturers apparently desire 
that dealers and distributors handle 
the business and are said to have de- 
cided not to sell direct to tax-sup- 
ported state and municipal institu- 
tions. The proposal has left these in- 
stitutions in a quandry and they have 
written the Bureau as to what they 
may be able to do in order to get 
the goods tax-free. The Bureau has 
so far taken no action on the matter. 

The Bureau also has informally 
ruled that where a manufacturer sells 
a taxable-article to a retailer and the 
retailer later fails in his business and 
is unable to pay, the manufacturer 
will be liable for the tax on the 
merchandise actually sold to the re- 
tailer even though he is unable to col- 
lect for the merchandise sold. 

“If a manufacturer rescinds the 
contract made with the retailer and 
the merchandise is not delivered to 
him, no tax will attach,” the Bureau 
declared. “In case he repossesses 
the tax-paid merchandise, he may 
claim a credit on his return if he 
credited the-amount against the pur- 
chaser’s account. 

“Where a manufacturer sells mer- 
chandise to a retailer and the retailer 
is unable to pay but upon receiver- 
ship agreement with the creditors the 
retailer is able to pay 50 per cent of 
the price to the manufacturer, it is 
not permissible for the manufacturer 
to readjust this tax, but tax is to be 
computed upon the amount for which 
the merchandise was originally sold 
by him.” 

Another informal ruling declared 
that where a manufacturer sells tax- 
able articles to a customer and the 
customer goes into bankruptcy, he 
may not deduct the amount lost by 
the customer going into bankruptcy. 
It is not a legitimate deduction, the 
Bureau said, which may be taken by 
the manufacturer in computing tax. 
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A REGULAR FEATURE 
OF HARDWARE AGE 


How’s ue Hardware Business? 


Mr. James interprets for 
hardware men, such basic 
factors as, crop outlook, 
freight car loadings, circu- 
lation of money, building 
progress, employment, etc. 
He also deals with specific 
price trends, demand for 
merchandise, shortages 
and future outlook as re- 
flected by his study of the 
national hardware market 
situation. 











Sept. 13, 1932. 


ONFIDENCE has grown and 
C spread for so many weeks that 
_A optimism has become a rather 
universal business habit. Reports 
_ from most quarters, and from an in- 
creasing variety of industries, show an 
accelerating trend toward betterment. 
The rise in commodity prices has 
spread to include nearly all farm prod- 
ucts, and numerous staple raw mate- 
rials—several of them directly affect- 
ing hardware costs. This substantial 
advance is the best forecast of economic 
recovery among all the happenings of 
recent days. 

In the wholesaling and retailing of 
hardware, August has made a some- 
what better showing than July, in both 
dollars and tonnage—and there are 
few who do not expect September to 
bring a further upturn. Advance ship- 
ments of cool-weather merchandise dur- 
ing August were scant and scattered, 
but with the first of the fall months ac- 
tually here, the past two weeks have 
shown real liveliness in seasonable 
sales. 

The return of confidence in values, 
and the urgent need for retailers to re- 
plenish their broken stocks, has stimu- 
lated moderate buying in all but the 
heavy or the “luxury” lines. There has 
been a consequent stepping up of fac- 
tory production in nearly every dis- 
trict. Many plants which had been idle 
for considerable periods, are again 
turning their wheels in anticipation of 
a reasonable and continuing demand. 
There are urgent needs, in almost every 
family, to replace worn-out articles of 
every-day service, and purse strings are 
loosening to supply these needs. 


Money and Banking 


The banking situation continues to 
grow steadily easier, and the supplies 
of funds seeking investment steadily 
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by STEWART JAMES 


larger. Under the influence of returning 
gold and currency, bank reserves have 
risen rapidly to the point where the 
excess above legal requirements is the 
largest since May. 

Demand deposits of the member 
banks reporting to the federal reserve 
showed on August 31 the largest in- 
crease in deposits recorded at any time 
in the past year. Deposits had been 
shrinking throughout the depression, 
had turned upward once or twice dur- 
ing the summer, but had not previously 
shown any emphatic advance. The 
August 31 figure was up $120,000,000, 
or practically $4 a family for the entire 
United States. 

Bank suspensions during July fell 
below June, and were at a still lower 
rate during August, according to the 
Federal Reserve Board. During July, 
128 banks holding $55,604,000 of de- 
posits suspended, compared with 149 
banks holding $135,864,000 of deposits 
during June. 

Twenty banks reopened during July, 
but the deposits in the twenty reopened 
banks were larger by $12,500,000 than 
in the 128 suspending banks. 

The rise in stock values has been 
most phenomenal, and can only be 
cited without comment. The market 
value of all shares listed on the New 
York Exchange increased an average 
of 47 per cent during August, follow- 
ing a 31 per cent rise in late July from 
the lows of that month. These shares 
had a value of nearly 28 billions of 
dollars on September 1, against about 
151% billions at the July bottoms. 


Steel Outlook Hopeful 


In contrast to the bettering mercan- 
tile outlook, there is continued lagging 
in steel and in building materials, 
which, at this stage, is rather natural. 
A surer groundwork of sustained con- 
fidence, and the further adjustment of 
labor and taxation factors, must pre- 
cede a final recovery in such major 
fields as railroad and building con- 
struction. Any great increase, also, in 
automobile buying must await the at 
tainment by a larger portion of the 
willing public, of a surer measure of 
security and income. 

Despite these drawbacks, it is certain 
that over the iron and steel industry 


hangs an atmosphere of expectancy. 
Steel ingot production has risen to 144 
per cent, from the 13 per cent rate of 
late August. 

Prices on steel are holding their 
own, with recent showings of better 
promise. The sharpest advance in steel 
scrap during the last four years was 
recorded in Youngstown, where heavy 
melting steel scrap rose on September 
2, $1.50 a ton. This increase brings the 
total of recent advances to $2 a ton, or 
a 25 per cent gain in 30 days. 


Copper, Tin and Other Metals 


Electrolytic copper sold on Septem- 
ber 2 at 6 cents per pound, the highest 
price since early in April. Demand was 
not very active, but all sellers were 
maintaining a firm front for deliveries 
to the end of the year. Tin has set a 
new high for the year at above 254% 
cents per pound, and lead, continuing, 
its advance from a July low of $2.50, 
has reached $3.45 St. Louis. Zinc, or 
spelter, is also sharply higher at $3.40 
St. Louis, an advance of $1.10 per 100 
pounds. 


Commodities at Year’s High 


fhe Annalist weekly index of whole- 
sale commodity prices (1913 = 100) 
rose by 1.4 points to 95.6 for the week 
ended August 30, making a new high 
for the year. The previous top for 1932 
was 94.7 on January 5. Higher grain 
prices, especially in wheat, and the 
sharp advance in cotton were primarily 
responsible for the rise, although food 
products also contributed heavily. The 
farm products group rose to the highest 
since February 2, while food products, 
including notably coffee and cocoa, 
made a new high for the year. 

The monthly price index for August 
reached 94.1, also a new mark for 1932, 
and comparing with 92.1 in July and 
88.6 in June, the latter being the low 
for the year. For August, 1931, the in- 
dex stood at 101.7. 


Agricultural Prospects 


The last general crop report showed 
yields per acre below average for most 
crops, and in addition to cotton the 
wheat and tobacco crops are greatly 


reduced. On the other hand, the feed 
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grains promise nearly average yields 
on increased acreage, and the total 
tonnage is expected to be about equal 
to 1925 and 1928 and more than in any 
other year since 1920. Drought and 
heat did some damage to the new corn 
crop during August. Little change was 
shown in the estimates on spring wheat 
and oats as compared with a month 
ago. 

Sales of stabilization wheat and gov- 
ernment-controlled cotton were definite: 
ly halted until next year, by the fed- 
eral farm board’s announcement of 
September 6. Unsold wheat stocks, 
amounting to less than 3,000,000 bush- 
els, as compared with 250,000,000 
bushels fourteen months ago, will not 
be offered before January 1, 1933. The 
cotton stocks, approximating 2,350,009 
bales, will not be sold before July 1, 
1933. 


Freight Traffic Improves 


Car loadings for the week ended 
August 27, continued the increase noted 
throughout August. The week’s total 
was 537,973 cars, or 19,331 cars above 
the previous week, but still about 30 per 
cent under the corresponding week of 
1931. Total loadings for the first eight 
months of the current year were 18, 
110,084 cars, compared with 25,035,724 
cars in the same period of 1931 and 
30,652,260 cars in 1930. Increases were 
noted in loadings of live stock, coal and 
coke, general merchandise, forest prod- 
ucts, and in the “miscellaneous” classi- 
fication. Grain and grain products load- 
ings were 175 cars below the preceding 
week. 


Favorable Signs 


A marked improvement in the de- 
mand for household utilities is giving 
electrical washing machine manufac- 
turers their most optimistic viewpoint 
since 1929, according to the president 
of the manufacturers’ association, who 
finds dealer and consumer buying on 
the upturn and factories resuming their 
old time schedules. Forty-six distribu- 
tors in every section of the United 
States report, practically without ex- 
ception, that business: conditions have 
improved in their districts. 

Electric power production showed a 
slight increase for the last week in 
August—just about up to the gain ex- 
pected in normal times, and the first 
time that week had experienced a gain 
since 1929. Compared to last year, 
total kilowatt hours were off only 1214 
per cent. 

Steel scrap prices, a traditional bar- 
ometer of trends in the steel industry, 
have firmed appreciably. The Annalist 
average of daily quotations of heavy 
melting steel scrap in the Pittsburgh 
district advanced to $9.55 a ton at the 
end of August. The week before the 
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average had been $8.25 in Youngstown, 
but advances on September 2 carried 
scrap prices up 75 cents to $1.50 a ton 
for various classes. 

In a determined drive for business, 
several leading paint interests will 
spend $1,000,000 at once, in advertis- 
ing this $575,000,000 per year industry 
in 2,641 newspapers throughout the 
country, according to an announcement. 
Many industrial plants and homes are 
in need of rehabilitation to maintain 
investments, and painting is one of the 
most immediate needs. The starting of 
this program is expected to bring em- 
ployment for thousands, and it is the 
first big promotional program launched 
by any major industry since the de- 
pression began. 


Late Hardware News 


Complete firmness by all manufac- 
turers has characterized the market 
for several months on such staples as 
nails, bolts, screws and washers. Some 
jobber price cutting is occasionally re- 
ported, to meet local pressure, but such 
instances are becoming rarer. Present 
normal margins for the wholesaler are 
too scant to encourage continued con- 
cessions out of his own pocket. 

A new basing card on steel pipe, ef- 
fective September first, results in a 
slight advance—the first change of any 
sort in this line for nearly 21% years. 
Prices of cast iron pipe have also ad- 
vanced 11 per cent, the first gain on this 
product during the current price 
strengthening. 

Dealer sales reports on household 
and carpenters’ tools vary widely ac- 
cording to the effort and temperament 
of the merchant. Possibly the average 
store will report no demand for ham- 
mers, wrenches, saws, and the like— 
and usually he has a mixed assembly 
marked up at top prices. News of really 
active tool selling comes from numer- 
ous alert stores, which display, adver- 
tise and feature the newer grades, com- 
bining sturdy quality and good appear- 
ance, with very popular pricing, to fully 
compete with the offers of the mail 
order and other chain stores. 

On account of the sharp upturn in 
the prices of leather, jobbers have been 
advised by their sources of supply on 








harness and similar goods, of an ad. 
vance of 714 to 10 per cent. This trend 
is likely to be reflected in the price of 
other leather goods, such as luggage. 

With the continuous rise in the cot- 
ton market it has become necessary to 
advance the prices of many cotton items 
in the hardware stocks, including mop 
heads, up 15 to 20 per cent, trot and 
staging lines, cotton twines and sash 
cord. Cotton twine balls are now quoted 
at $1.15 per five pound sack, and sash 
cord of competitive grade, size 8, at 
$5.40, size 7 at $4.85 per dozen, in full 
bales of six dozen. 

Bar and wire solders, babbitt metals, 
lead pipe, and other staple lead and tin 
products are still following the ad- 
vances in their component metals. The 
Kester line of cored solders advanced 
another cent per pound on September 
third. 

The heating stove season is on, and 
manufacturers report that their own, 
and wholesalers’ stocks, are generally 
low. Most makers have only within the 
last few weeks commenced production, 
and are only making stoves about as 
orders are received. Prices are down 
from last year, and dealer buying is ~ 
considered safe. 

Several leading manufacturers have 
reduced_prices 10 to 15 per cent on 
medium grade cross cut saws, which 
will be effective for the selling season 
just opening. 





Maydole Increases Discounts 
and Lowers Hammer Prices 


The David Maydole Tool Corp., Nor- 
wich, N. Y., has announced substantial 
reductions in both wholesalers and 
dealers prices. The new schedule and 
dealers price list became effective on 
September 1, and applies on Maydole, 
Norwich, Octole and D.M.T. hammers. 
New low prices on ball pein hammers 
are included.” 

The price reductions are a direct re- 
sult of savings the company has ef- 
fected in its production departments 
during the year, and are declared to 
represent an attractive margin of profit. 

No change has been made in the dis- 
counts on Maydole chisels, punches, 
wrenches and hatchets. 





17 Carloads of Majestic Ranges in One Order for Hawaii 


The Majestic Mfg. Co., St. Louis, 
Mo., recently received an order for 
17 carloads of heavy-duty oil burn- 
ing Majestic ranges. The first ship- 
ment, about one-sixth of the total, 
left St. Louis a few days ago, to go 
by barge line down the Mississippi 
River, across the Gulf of Mexico, 
through the Panama Canal and across 





the Pacific Ocean to Honolulu, 
Hawaii. Fifty tons of pig iron, one 
carload of firebrick, three carloads 
of steel and fittings and one carload 
of crating lumber were required, 
creating work for many men in allied 
lines; in addition to keeping the 
Majestic factories busy at full time 
for many weeks. 
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LETTERS 


Government Costs an Exces- 
sive Burden on Business 


PuHILapELPHIA, Pa.—The cost of govern- 
ment is imposing on business an excessive 
burden from which relief is imperative. 

From 1913 to 1928 expenditures by vari- 
ous states increased from $383,000,000 to 
$1,826,000,000, or 374 per cent, while the 
cost of local or municipal government ad- 
vanced from $1,844,000,000 to $6,813,000,- 
000, or 268 per cent. During the five years 
between 1927 and 1932 expenditures by the 
major departments of our federal govern- 
ment increased from $1,964,000,000 to $3,- 
195,000,000, or 63 per cent. 

Wasteful expenditures and extravagant 
appropriations by the legislatures of our 
various states, by our city and county of- 
ficials and in Washington, will continue un- 
less they are made to realize that public 
opinion demands economy. 

Only a continuing, sustained, nation-wide 
drive will bring relief. Repeated protests 
must be made to senators and congressmen 

_and to the legislators f{ our states, counties 
and cities. 

If you believe we should have less gov- 
ernment in business and more economy in 
government resulting in lower taxation, you 
may wish to enclose with your correspon- 
dence and invoices a slip similar to the 
attached. Your printer can run off a 
quantity with your name at the bottom or 
we can supply them without your name at 
1.25 per thousand. 

It would also be helpful if you brought 
to the attention of your local chamber of 
commerce and other business and civic or- 
ganizations in your city the necessity for 
continuing to actively support a program 
for greater governmental economy with re- 
sultant tax reductions. 

Georce A. FERNLEY, 
Secretary-Treasurer, 
National Hardware Association. 


Tax on Carving Sets 


New York City—We believe that a re- 
cent decision which was made by the In- 
ternal Revenue Department concerning the 
new tax will be of interest to your readers. 

The ruling is that all carving sets with 
sterling mountings are taxable under Sec- 
tion 605 when sold by the manufacturer 
for $3 or more. 

If carving sets are sold and billed at a 
lump sum for the knife, fork and steel the 
tax applies to such sum if it is $3 or more, 
but where these are sold and billed sepa- 
rately, i.e., knife, fork and steel billed sepa- 
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rately, the tax would apply only to such 
articles selling for $3 or more. 

R. C. Nemson, 

New York Office, 

Landers, Frary & Clark. 
In this issue on page 38 L. W. Mof- 

fett, Washington representative of Harp- 
warRE AGE, gives full particulars on this 
phase of the new tax rulings, also some ad- 
ditional data on recent tax rulings concern- 
ing parts of athletic uniforms.—The Ed- 
itors. 





We Sent Them 


SHREVEPORT, La.—Will you oblige us by 
sending tén copies of the article entitled 
“Voluntary Chains—Do We Need Them in 
the Hardware Business?” by C. J. Whipple 
(HarpwareE Acer, July 21, 1932). 

This story impressed us. It contains 
much food for thought. We should like to 
use the substance of this article in an early 
talk to our salesmen, that they may pass 
this message on and use it as the basis 
for a most timely and beneficial talk with 
customers. 

R. J. Ocirvir, 
President, Ogilvie Hardware Co., Inc. 


We Sent These Too 


St. Paut, Minn.—We have read with in- 
terest the article entitled “Voluntary 
Chains” by C. J. Whipple (Harpware 
AcE, July 21), and are interested in se- 
curing seventy copies, which we plan to 
distribute among a number of our men. 

P. W. ANDERSON, 
Assistant Treasurer, 
Farwell, Ozmun, Kirk & Co. 


Barnyard Golf 


PHILADELPHIA, Pa.—When barnyard golf 
goes high hat they give it a fancy name and 
call it quoits—and when quoits get popu- 
lar there is no stopping it—even to the ex- 
tent of weaning the players and spectators 
away from that national pastime of sand 
lot baseball. 

An example of the popularity of quoits 
was recently demonstrated in a convincing 
fashion at our plant in Burlington, N. J., 
where we heretofore manufactured only 
malleable iron fittings from the plumbing 
and heating trades. 

Several months ago, when work at the 
plant slackened down, the employees be- 
gan pitching quoits in their spare time. As 
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an accommodation to the men, the mill 
modeled several sets of iron rings and hubs 
and quoit pitching became more popular 
with our workers. 

Word finally trickled through to the out- 
side that quoits and other equipment were 
being manufactured at the Devlin plant in 
Burlington and orders began to filter in. 
Just recently the quoit pitchers scored a 
real ringer when officials of the Devlin 
company ordered their men back to work 
to fill in a flood of rush orders, mostly for 
quoit sets in addition to other novelties in 
the same line, developed when indications 
were made manifest that both the unem- 
ployment situation and the company’s busi- 
ness might benefit. 

With quoit courts established every- 
where and quoit tourneys rivaling baseball 
on back lots, the company is looking for 
the quoit making business to advance to 
large proportions. 

A. H. Crarx, 
General Manager, 
Thos. Devlin Mfg. Co. 





Window Space 


PirrspurcH, Pa.—It is our firm belief 
that most retailers’ best advertising me- 
dium is their display window. 

They get it free, so most of them dab- 
ble in every other kind of costly advertis- 
ing from radio to handbills. 

The future of our business and that of 
hardware lies with the store salesmen of 
today. Unless we can make more “clerks” 
into real thinking “Store Salesmen” then 


our days ahead will be tougher than we. 


e¥er before experienced. 

This letter is to commend your fine 
work along this line and to ask you to 
keep it up. 

Davin Coutter, Sr., 
Paint Distributors’ Alliance. 


His Friends Are Our Friends 


Kansas Crry, Mo.—Thought you might 
be interested to know that George Garland 
has a host of friends in the whole hard- 
ware industry. The week after you had 
published the article on page 36 in your 
Aug. 18 issue of the Harpware AcE, Mr. 
Garland received some 40 personal letters 
from friends in the east congraulating him 
on having reached the 50 year mark in 
the hardware business. Some 32 of these 
letters mentioned having read the article 
in the HARDWARE AGE. 

Wesster W. TOWNLEY, 
Vice-President, 
Townley Metal & Hardware Co., Sales 
Department. 
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Fix Up Your Home 
with This Handsome 


Set of Andirons 


This good looking pair of 
cast iron andirons will add 
a great deal to the charm of 
your fireplace. Beautifully 
styled and graceful. Their 
burnt antique brass finish is 
very effective. Height (—). 
Depth (—). 


YOUR STORE NAME 























Wood Cutters’ Tools 
of Quality 


It pays to buy good tools—they 
last twice as long, make your 
work easier and enable you to 
do the job in much less time. 


Cross Cut Saws 
Crucible alloy steel, 


tempered; 2 cutting 
teeth to each raker; $900 


(—) gauge, length 
(—). 


Buck Saws 


Second growth hickory 
frames, double brace, 


single riveted, round 
breasted plain tooth $00 
blade. Blade length 

(—). 


Double Bit Axes 
Soft steel body, — 
ble steel bit, temper 
and hardened, honed $900 
cutting edges. Weight 


YOUR STORE NAME 





hand this layout 
with cuts to your 
local printer. 
















By SAMUEL KALP 


HOW TO USE 


The illustrations, layouts and ads supplied with this service are especially 
planned to help every hardware store make its advertising more practical 
and effective by the liberal use of human interest illustrations. Copy is 
always supplied in so far as it is practical for use by all of our clients. 

The description and pricing of the items must necessarily be left to the in- 
dividual store in most cases. In writing the descriptions to give to your 
printer with the supplied ad layout, keep in mind t brief, to the point 
descriptions are the most effective. The style, size, colors, unusual features 
or special economies effected by the use of the item should be given. 
If greatly reduced, it is sometimes desirable to show former as well as 
reduced price. If — question arises concerning the use of these ads, write 
us. You'll find us willing to help you sell more hardware at all times. 


HOW TO ORDER 


If you have local stereotyping facilities, request the plete sets of mats 
of all the advertising illustrations on these two pages, inclosing your check for 
$1.25. If you need mounted cuts order them by number given under each cut, 
listing the numbers in a column. Figure the charge of 35c. for each cut 
when less than ten cuts are ordered; when ordering ten cuts or more figure 
the charge at 30c. for each cut ordered. Inclose check with order, please— 
this saves bookkeeping of small amounts. Send all orders to 





HARDWARE AGE ADVERTISING SERVICE 
239 W. 39th St. New York City 


(All Ads Are Planned Six Weeks in Advance to Give You Ample 
Time to Order IIlustrations) 








Modern Equipment 
For the Home 


Now is the time to get your home ready for Winter and we've 
provided many things you will need at amazingly low prices. 
Everything you buy at (Store Name) is new, modern, care- 
fully designed—and built to give years of wear. 
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‘ 
This layout is for a Garbage Can Step Stool 
regular Government The popular step-on of og — 

y ry ¢ - mstruction, stee 
Postal Card. Just ~ gd ee braces—will = 500 

iti heavy galvanized steel. Ibs. eig! —). 

add the additional Baked enamel finish. (List Items 
type matter and Colors. 


for the Home 
with Prices) 
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Butchering 
Tools 


High grade tool s— 
keen quality steel 
blades—securely fast- 
ened handles. List set 





A good looking compo- 
sition fiber clothes 
hamper in gay colors 
to match your color 
(—). Price (—). scheme. Size (—). 








YOUR STORE NAME 
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HARDWARE 
ADVERTISING 


For Best Results Make Your Ads ‘Wg 


Easy to Read and Kasy to Believe 













HARVEST SALE 


The ‘Harvest Moon is Shining at (Store Name) on the most 
wonderful collection of Bargains we’ve ever offered to our 
thrifty customers. You’ll recognize the fine quality of even 
the lowest priced items. Here are true Values. Gather them in! 
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Weather Stripping weatiernot te 1 =. =| SPECIALS 


weather stripping — Extra strong long fiber 


manila rope — water- : : 
Ss. alan T4 proofed with oll and Check over this list of Bar- 
width, \ gr eal cael gains we’ve provided to 


help you enjoy Hallowe’en. 
You'll find everything from 
tricky little favors for your 
party to baking pans for 
your ginger bread. These 
prices are very special. For 
Thursday, Friday and Sat- 
urday only. 





7-9 (List Hallowe’en 











W ' Z-11 Supplies with Prices 
Thermometers ash Boilers Galvanized Pail aaa ) 
Splendid outdoor ther- Polished copper body 14 e alls 

mometer magnifying oz. Heavy tinned inside. Extra heavy § galva- YOUR STORE NAME 
tube filled with red Flat copper bottom—tin nized water pail—wire 

spirit of mercury. cever — stationary wood bail securely fastened. 

Range (—), size (—). handles. Capacity (—) ats. 





YOUR STORE NAME 


ye | i ( 
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Extra tn ecial Now is the time to Fix Up for Winter and WINTER AUTO 
P (Store Name) is the place to buy your sup- ACCESSORIES 


| plies. V’ll always get QUALITY tools here 
| > —— oem ‘ Drive this Winter with comfort 
at FAIR Prices. and safety. (Store Name) of- 
| fers you a complete line of fine 
quality Winter auto accessories 
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Hatchets Hand Saws at very reasonable prices. 
e J 
Solid tool steel—rust- Extra quality steel Tire Chains 
less finish — polished blade. 4 gauge taper, Dependable chains that 
head and cutting edge. highly polished — Ap- will stand up under $(00 
Selected hickory han- plewood handle. Length oy ng le 
dies. Cut (—), weight (—), points to inch i % 


(—). (—). Auto Robes 


Warm, heavy all wool 


Hammers 
to bes i i- 
.00 ce af welent plaid $00 








e } patterns. Size (—), 
Conpentoes’ and machin- Door Hinges Gloss Enamel weight (—). 
ists’ ammers of forged . For enameling interior 
high grade steel—tempered Wrought steel door and exterior surfaces , 4 
individually. Selected hick- | butt hinges, with ball | W#_¢or furniture or (List Winter 
ory handles. Sizes (—). tip, plain joint, black woodwork. High gloss Accessories 
Price (—). iron finish—size (—). finish—price qt. (—). e ° 

with Prices) 


YOUR STORE NAME YOUR STORE NAME 
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CUSACK AND HARMAN 
MANUFACTURERS’ AGENTS 


R. V. Cusack, well known in 
middle western hardware cir- 
cles, and A. D. Harman, for- 
merly with the Remington Arms 
Co., have formed a sales com- 
pany with offices at 206 Reliance 
Building, Tenth and McGee 
Streets, Kansas City, Mo., for the 
purpose of giving direct factory 
representation in a large area of 
the middle west. 

They expect to include in their 
territory the States of Missouri, 
Kansas, Colorado, Nebraska, 
Iowa, Arkansas, Oklahoma and 
western Illinois. 
pect to represent manufacturers 
according to policies in vogue, 
they aspire to the closest possible 
harmony and cooperation with 
the jobbers of the middle western 
territory. 

Mr. Cusack and Mr. Harman 
solicit those manufacturers who 
desire distribution in all or part 
of the territory they cover, 
through hardware, sporting 
goods, paint, automotive acces- 
sory and electrical jobbers. 

“We hope to work in closest 
harmony with the hardware 
wholesaler and feel that by our 
past connections and experience 
we will be able to do a good job 
for the manufacturers whom we 
represent and the jobbers to 
whom we hope to sell. More- 
over, we expect to be of assist- 
ance to the jobber in enabling 
him to move the goods after he 
has bought them.” 

Mr. Cusack was with the 
Richards & Conover Hardware 
Co., Kansas City, for years, part 
of which time he was in charge 
of the cutlery, sporting goods, 
harness, paint and other depart- 
ments. He also was in charge 
of sales for about twelve years. 

Mr. Harman’s early training 
was with the Simmons Hardware 
Co., St. Louis, and with the 
Wyeth Hardware & Mfg. Co., St. 
Joseph, Mo., both in Missouri. 
For the last eight years he has 
been in charge of the St. Louis 
office and warehouse of the Rem- 
ington company as district sales 
manager. 
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While they ex-,, 
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R. V. CUSACK 





A. D. HARMAN 





Llew Soule Joins Surpless, Dunn & Co.— 


Continues Writings in Hardware Age 





Llew S. Soule, formerly editor 
of Harpware AcE, has associated 
himself with Surpless, Dunn & 
Co., 74 and 76 Murray Street, 
New York City. He will devote 
his major efforts to sales and 
sales promotional work for that 
organization, which operates 
from New York and Chicago as 
manufacturers’ direct sales rep- 
resentatives. In making this 
business connection, Mr. Soule 
accepts an offer of many years’ 
standing and takes up an activity 
which has interested him for 
some time. He will continue as 
a contributing editor of Harp- 
WARE AGE, writing for each issue, 
as before. 

For the past eighteen years 
Llew Soule has played a promi- 
nent part in the progress of the 
hardware industry. Many of his 
business editorials have had wide 
acclaim. They were quoted, re- 
printed and credited with in- 
spiring the texts of important 
convention resolutions. In his 
career as editor, Mr. Soule has 
attended and addressed practical- 
ly all the major trade conventions 
in the industry. He is well and 
favorably known among retailers, 
wholesalers and manufacturers 
and has personally visited a great 
many stores and plants in all 
parts of the country. Prior to 
his connection with HarpWARE 
Ace, Mr. Soule operated a retail 
hardware store in the west. 

A host of friends will wish 








LLEW 8S. SOULE 


him health, happiness and pros- 
perity in his new business af- 
filiation, and all will be pleased 
to know that he will continue to 
meet with them through the edi- 
torial pages of HARDWARE AGE. 





W. G. HUME IS MANAGER, 
SUPERIOR STEEL & WIRE 


W. G. Hume has been ap- 
pointed general manager, Su- 
perior Steel & Wire Co., Knights- 
town, Ind., succeeding S. S. 
Shambaugh. 

Mr. Hume was associated with 
the Keystone Steel & Wire Co., 
Peoria, Ill., first as assistant sales 
manager and later as general 
sales manager. In 1929 he joined 
the Northwestern Barb Wire Co., 
Sterling, IIl., as vice-president. 
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WATERBURY CLOCK CO. 


IN RECEIVERSHIP 

At the instance and application 
of stockholders holding more 
than 50 per cent of the stock, 
The Waterbury Clock Co., Water- 
bury, Conn., was put into a 
friendly receivership, Aug. 13, by 
order of the Superior Court. 

Langdon H. Roper and L. 
Allen Osborne, Jr., president and 
executive vice-president, respec- 
tively, were appointed joint re- 
ceivers, and it is understood that 
the action was brought about in 
order to enable the management 
to obtain operating capital and 
to protect and preserve the as- 
sets of the company. 

More than 1800 workers are 
now on the job (an increase of 
over 50 per cent) on full time, 


-|~and production has been stepped 


up to meet the requirements of 
orders on hand and orders ex- 
pected. 


HAS NEW LOCATION 

The West Chicago Hardware 
Store, West Chicago, Ill., has 
leased space in the Manning 
Building for location of its store, 


operated for five years at a point 
across the street from the new 
location. New fixtures are be- 
ing installed and the exterior is 
also being improved. 


os 





SILVER KING APPOINTS 
HARMON & DIXON 

J. T. Mauss, president and gen- 
eral manager, Silver King Prod- 
Co., 201 North Wells 
Street, Chicago, IIl., has an- 
nounced appointment of Harmon 
& Dixon, 42 Murray Street, New 
York City, manufacturers repre- 
sentatives, as its agents for New 
York state, northern New Jersey 
and New England. Stock will be 
carried at both the New York 
City and Boston, Mass., offices 
of the representative. 


ucts 


TO OPEN BUSINESS 


F, A. Menth is opening a hard- 
ware business at 912 Gay Street, 
Susanville, Cal. 
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KEMP AND ASSOCIATES 
REPRESENT BRIDGEPORT 
HARDWARE MFG. CORP. 

Irving S. Kemp and Associ- 
ates, 4139 West Kinzie Street, 
Chicago, IIl., have been appointed 





IRVING S. KEMP 


sales representatives for the Cen- 
tral West territory of the Bridge- 
port Hardware Mfg. Corp., 
Bridgeport, Conn., manufacturers 
of tools and hardware specialties. 





SILENT KNIGHT CO. 
OPENS SALES DRIVE 


Early this year the Morton Oil 
Burner Co., Atlantic, Iowa, de- 
cided to expand. The Silent 
Knight Oil Burner Co., also of 
Atlantic, was formed, with L. P. 
Lang as general manager and C. 
J. Smith as general sales man- 
ager. Mr. Lang, for the past five 
years, was assistant general man- 
ager of the Grinnell Washing 
Machine Corp., Grinnell, Iowa. 
Mr. Smith had also previously 
been connected with the Grinnell 
organization, having been sales 
promotion director. 





SELLS BUSINESS 


Amory. Underhill, DeLand, 
Fla., has sold the Underhill 
hardware store to E. D. DeMay, 
Jacksonville, Fla. The store will 
continue in operation at Boule- 
vard and New York Avenue, 
Daytona Beach, Fla., with Mr. 
Underhill continuing his associ- 
ation with the business. 





DISSOLVE FIRM 


Smith & Bouton, Ossining, 
N. Y., hardware dealers, have 
dissolved their partnership and 
sold their merchandise stock. 





HART STORE TO MOVE; 
REQUESTS CATALOGS 


Hart Hardware Co., 39 N. E. 
First Street, Miami, Fla., will 
move from that location to larger 
quarters in the Seybold Building, 
44-46 N. E. First Street. F. W. 
Hosea, president and manager of 
the company, requests catalogs 
on sporting goods, fishing tackle, 
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house furnishings and high grade 
tools, as he plans to add new 
lines. 


UNITED SPECIALTIES 
TO MAKE RAWLINGS 
GRIMLEY MFG. CO. LINES 
United Specialties Mfg. Co., 
Ltd., 130-20 Ninety-first Avenue, 
Richmond Hill, N. Y., has an- 


nounced the conclusion of an 
agreement with S. Rawlings, 
Rawlings - Grimley Mfg. Co., 


Kearny, N. J., for the exclusive 
manufacture and sale under 
license of several patented items 
of hardware. Included in the 
Rawlings-Grimley line of items 
to be made and sold by the 
United -Specialties organization 


are: Qvérhead Door Holder 
(Rawlings), Overhead Door 
| Holder (Acme), Burglar Proof 
| Ventilating Door Lock (Sim- 
| plex). Noiseless Cabin Door 
Hook, Automatic Bolt Door 
Holder (Bulldog), Collapsible 





| lee, 


Door Hook, and Cam Operated 
Door Holder. 

Illustrative matter, samples, 
price lists, etc., are now being 
prepared and will be sent out 
shortly. 

E. L. FOX IS NOW A 
MANUFACTURERS AGENT 


E. L. Fox, 3773 Glenwood 
Road, Cleveland, Ohio, well 
known in northern Ohio as a dis- 
play man and for several years 
with Wehrle Hardware Co., 
Cleveland, Ohio, has opened a 
manufacturers’ agency. Many of 
Mr. Fox’s ideas and illustrations 
of window displays he created 
have been published in Harp- 
WARE AGE. 

Mr. Fox represents in his ter- 
ritory The T-Hold Mfg. Co., 
Cleveland, Ohio, manufacturers 
of high pressure boiler plugs; 
The J. & M. Machine Co., Cleve- 


land, Ohio, manufacturers of 
door adjusters, and American 
Coil Spring Co., Muskegon, 


Mich., manufacturers of springs. 
Mr. Fox is in a position to handle 
several more noncompeting lines. 





BLAKESLEE A DIRECTOR 
SOUTHINGTON HDW. CO. 


At the recent annual meeting 
of the Southington Hardware Co , 
Southington, Conn., wood screw 
manufacturers, Dewey S. Blakes- 
president, Blakeslee Drop 
Forging Co., Plantsville, Conn., 
was made a director, succeeding 
the late Marcus H. Holcomb. All 
officers and other directors of the 
company were reelected. 





CAIRNS CO. AGENTS FOR 
RAWLPLUG CO., INC. 
The Rawlplug Co., Inc., New 


York City, has appointed the 
C. K. Cairns Co., 119 E. 5th 
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St., Cincinnati, Ohio, as its rep- 
resentative in the terrilory com- 
prising southern Indiana, 
tral and northern Kentucky, 
western W. Virginia and central 
and southwestern Ohio. A com- 
plete stock of Rawlproducts will 
be carried by the Cairns organ- 
ization. 


J. M. IMFELD FORMS 
PLUMBERS’ TOOL FIRM 


Joseph M. Imfeld has formed 
the Joseph M. Imfeld Co., 56 
Lindsley Ave., Newark, N. J., to 
manufacture plumbers’ tools, at 
present operating from 17 Ash- 
land Ave., Newark, N. J. Mr. 
Imfeld was associated with the 
Otto Bernz Co., Inc., for twenty- 
two years, being manager for the 
past eighteen years and secre- 
tary for the past ten years. 

Mr. Imfeld announces that the 
company expects to have a line 
of torches in the near future. 





TO OPEN NEW STORE 


Link Hardware Store, Inc., 
will open at 136-19 Roosevelt 
Avenue, Flushing, N. Y., with 
paint, hardware and _housefur- 
nishings lines, 





N.E.M.A. MOVES TO 
NEW QUARTERS 


Offices of the National Elec- 
trical Manufacturers Association 
have been moved to the Radio 
Corp. of America Building, Lex- 
ington Avenue and Fifty-first 
Street, New York City, where the 
association occupies the entire 
eighteenth floor. 





FORM PARTNERSHIP 


Louis A. Bromen, Sauk Center, 
Minn., and Virgil V. Gislason, 
Minnesota, Minn., have formed 
the Gislason-Bromen Hardware 
Co. in Minnesota, having bought 
the stock of the former W. B. 


Gislason store in that town. 


LEE H. INGRAHAM NOW 
MANUFACTURERS’ AGENT 


Lee H. Ingraham, formerly 
sales manager, accessories divi- 
sion, Ferro Machine & Foundry 
Co., Cleveland, Ohio, is now a 
manufacturers’ agent with head- 
quarters at 3155 E. 66th St., 
Cleveland, Ohio. Mr. Ingraham 
is covering Ohio, Michigan, In- 
diana, Illinois, Wisconsin and 
Kentucky, calling on hardware, 
automotive and mill supply 
wholesale distributors. He _ is 
handling the tool lines of The 
Vichek Tool Co., Cleveland, Ohio, 
and the lock lines of The Ferro 
Machine & Foundry Co., Cleve- 
land, Ohio. 


cen- 





FUNKE TO REPRESENT 

FIVE CUTLERY PLANTS 

E. H. Funke, who for thirty 
years has been engaged in cut- 
lery sales work, has opened an 
office and arranged sample lines 
in Room 1013, Hartford Build- 
ing, 41 Union Square, New York 
City, and will serve as direct fac- 





E. H. FUNKE 


tory 1epresentative in the metro- 
politan district for five well 
known cutlery manufacturers. 

From 1902 until 1919, Mr. 
Funke represented Vom Cleff & 
Co., New York, N. Y., in the ter- 
ritory from Detroit to the Pacific 
Coast. When this concern dis- 
continued business, he joined the 
sales staff of Adolph Kastor & 
Bros., New York, N. Y. In 1930 
he became eastern sales manager 
of Wiebusch & Hilger, Ltd., New 
York, N. Y., serving in this ca- 
pacity until the latter firm 
liquidated its assets on Feb. 1, 
1932. 

Manufacturers who will be 
represented in the metropolitan 
district by Mr. Funke are Utica 
Cutlery Co., pocket knives and 
kitchen cutlery, Utica, N. Y.; 
American Shearer Mfg. Co., hair, 
toilet and animal clippers, 
Nashua, N. H.; Schaaf & Good 
Mfg. Co., scissors and shears, 
Fremont, Ohio; Utility Blade 
Corp., safety razor blades, Maple- 
wood, N. J., and Keiser Mfg. Co., 
hedge and grass shears, Reading, 
Pa. 





ADDS HARDWARE LINES 


Excelsior Electric Co., 2427 
Myrtle Avenue, Brooklyn, N. Y., 
has added a complete line of 
hardware, paint and_housefur- 
nishings to its radio stock. 


PLUMBER ADDS 
HARDWARE 


Evergreen Heating & Plumbing 
Co., 8713 Myrtle Avenue, Brook- 
lyn, N. Y., has added a small 
hardware, paint and _housefur- 
nishings stock to its line. 
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VALIDITY OF CHROMIUM PLATING PATENT 


UPHELD BY U. S. CIRCUIT COURT 


By a decision handed down 
July 29 in the United States Cir- 
cuit Court of Appeals at New 
York, the United Chromium, Inc., 
New York City, won the test case 
brought to sustain the validity of 
its patents on a process of elec- 
tro deposit of chromium. This 
decision is considered one of 
of the most important from the 
standpoint of the industrial world 
handed down in patent cases in 
recent years, as it tends to estab- 
lish a monopoly on chromium 
plating by this process. It came 
on an appeal from a decision of 
the United States District Court 
in New Haven, rendered in Oc- 
tober, 1931, in which Judge 
Thomas had sustained the Chro- 
mium company’s patent No. l,- 
581,188, issued to Professor C. G. 
Fink. 

The suit had been brought in 
May, 1929, against the Interna- 
tional Silver Co., Meriden, Conn., 
by United Chromium, Inc., but 
the defense really represented 
many interests that were fighting 
the Fink patent. 

In the decision of the District 
Court last October, Judge 
Thomas upheld the validity of 
the Fink patent, found the de- 
fendants had infringed on many 


of its claims, and granted the 
injunction, accounting and dam- 
ages asked for. 

The decision in the United 
Siates Circuit Court of Appeals 
which sustains that of Judge 
Thomas is unanimous, the opin- 
ion by Judge Learned Hand be- 
ing concurred in by his asso- 
ciates, Justices A. N. Hand and 
Chase. In some sense it is even 
a broader victory for the Chro- 
mium company than was the de- 
cision of the District Court, and 
it finds all claims in the patent 
involved in the suit to be valid 
and finds the infringements had 
been established on all claims ex- 
cept Claim 16. 

The decision of this court is 
final in patent cases except 
where the U. S. Supreme Court 
brings the matter before it on a 
writ of certiorari, which is not 
considered likely in this case. 

The patent involved in this suit 
was granted to Professor Fink, 
April 20, 1926, later assigned to 
the Chemical Investment Co., 
ther to the Chemical Treatment 
Co., then to the Chromium Cor- 
poration of America, from which 
it was transferred to the plaintiff 
in this action. 





MARQUETTE RADIO, INC. 
CHANGES ITS NAME 


Marquette Radio, Inc., 110 W. 
18th St., New York City, has 


cock, assistant director in charge 
of explosives research, has been 
transferred to the main labora- 
tories near Wilmington. Execu- 
tive offices of the station will 





changed its name to Radio f b he H 1 
Chassis, Inc. According to the tes ne “ > . . “Tr - 
company’s announcement the | LOM®, Océ, —— vest 


change was made due to the | Bu 


confusion resulting from the use | eee 
| organization 


of the name “Marquette.” There 


have been no changes made in| , ; 
| nature will be carried on at the 


the corporate set-up. 


HERCULES EXPERIMENT | 


STATION ACTIVITIES 
ARE CENTRALIZED 


The Hercules Powder Co., Inc., 


Wilmington, Del., has centralized | ? 
| nounced the opening of a second 


© | unit of the Red Owl Stores, Inc., 
|}at 776 Dudley Street, Uphams 
Corners, Boston, Mass. 


all of its experiment and 
search divisions at the new ex- 
periment station, near that city. 
The changes will bring all ex- 
periment activities in closer touch 
with the company’s main offices, 
enabling more complete contact 
with industries using Hercules 
products. Harry E. Kaiser is di- 
rector of the Hercules experiment 
station. 

The Kenvil, N. J., branch of 
the experiment station will cease 
to function as a separate organ- 
ization and its facilities will be 
taken over by the company’s ex- 
plosives department and placed 
under jurisdiction of the adja- 





cent Kenvil plant. R. S. Han- 
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1ilding, Wilmington, Del. 

With the completion of the re- 
all development 
work of an operating or sales 


plants making the product in- 
volved. 


OPENS SECOND UNIT 


Theodore P. 


Street, Boston, 


Flato, 55 Stuart 
Mass., has an- 


CAMP STORE MOVES 


Camp Hardware Co., Chipley, 
Fla., has moved to a new location 
in that town. 


YARHAM RESIGNS FROM 
FAIRMOUNT TOOL CO. 


C. W. Yarham recently re- 
signed as secretary-treasurer and 
director of The Fairmount Tool 
& Forging Co., Cleveland, Ohio. 


Present officers of the company 





are: President and manager, J. 
Wentworth Smith; vice-president, 





DAMAGED BY FIRE 


The hardware store of Louis 


A. H. Homans, and secretary-| Welikson, 134% Fifth Avenue, 


treasurer, B. G. Gilmore. 


L. A.| North Pelham, N. Y., was re- 


Anthony continues to do the buy-| cently damaged by fire of un- 


ing for the company. 


known origin. 











MAURITZ M. GODSCHALK 


Mauritz M. Godschalk, 59, 
died Sept. 4 at his home in In- 
wood, L. I. At one time Mr. 
Godschalk operated a retail hard- 
ware store in Far Rockaway, 





M. M. GODSCHALK > 
N. Y., later going with the Du- 
luth Show Case Co., Duluth, 
Minn., as New York manager. 
Recently he operated as a manu- 
facturers’ agent in eastern terri- 
tory. He compiled the discount 
charts on bolts, nuts and screws 
published several years ago in 
HarpwareE AGE. 

His death is believed to have 
been suicide. He is survived by 
Mrs. Godschalk, three sons and a 
daughter. 


WILLARD H. ADAMS 





| 1893 and had been assisted in its 





Willard H. Adams, Vergennes, 
Vu, hardware dealer, died Aug. 
26 at his home in that city. He 
entered the hardware business in 


operation for several years by his 
sons, Willard and Howard. Mrs. 
Adams also survives. 
GEORGE I. CLAPP 

George I. Clapp, 75, president, 
Clapp & Treat, Inc., Hartford, 
Conn., died Aug. 26, following 
a short illness. Mr. Clapp bought 
the business with Irving C. Treat 
in 1887, both men having been 
employees of the previous owner 
of the firm. The store continues 
at the same location at which it 
was founded. Mr. Clapp was 
active in fraternal affairs. 

Under Mr. Clapp the first elec- 
tric truck used in Hartford was 
purchased for a customer and the 
store was the first user of elec- 


= OBITUARY = 





tric illumination in the city. 








LUCIAN A. DEXTER 


Lucian A. Derter, president, 
National Brass Co., Grand Rap- 
ids, Mich., died at his home in 
that city recently, following an 
illness of a year. He founded 
the National Brass Co., manu- 
facturers of builders’ hardware, 
etc., in 1912, an outgrowth of the 
Dexter Sales Co. 





N. W. GREENHUT 


Nelson W. Greenhut, 42, New 
York City, vice-president and 
secretary of the American Safety 
Razor Corp., Brooklyn, N. Y., 
died Sept. 4, following a heart 
attack. Before joining the safety 
razor company he was an ex- 
porter, previous to which he was 
assistant general manager of the 
former Greenhut-Siegel-Cooper 
department store in New York 
City. 


W. B. BROWNE 


W. B. Browne, 71, died recent- 
ly. For many years he was with 
the Simmons Hardware Co., later 
going with Peck, Stow & Wilcox 
Co., Southington, Conn., for a 
period of 14 years. Later he be- 
came a manufacturers’ agent. 





HARRY REID 


Harry Reid, Shelby, N. C, 
died recently following a long 
illness. He traveled for a Char- 
lotte, N. C., wholesale hardware 
firm for many years, and engaged 
inthe retail hardware business 
in Lincolnton, N. C., for fifteen 
years. 


WILLIAM W. HAMILTON 


William W. Hamilton, Detroit 
Lead Works, Detroit, Mich., died 
Aug. 21 in the Metropolitan Hos- 





| pital, Windsor, Ont., as the re- 


sult of an accident suffered while 
he was swimming at Leamington, 


Ont. 


CALLISTUS J. HOGUE 


Callistus J. Hogue, 61, Cres- 
son, Pa., hardware dealer, died 
recently, following an illness of 
several years, resulting from a 
complication of diseases. 








FRANK M. KLINE 


Frank M. Kline, 72, of Kline, 
Savidge & Co., Philadelphia, Pa., 
saddlery hardware firm, died 
Sept. 2. 
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YOUR WINDOWS WORK HARDEST IN THE FALL 


For every season there is hardware merchandise that makes 
a special appeal. But year in and year out, the strongest 
impression is made by the fall displays of hunting equip- 
ment. You'll see people who never shot a gun in their 
lives lingering before these windows—getting a favorable 
impression of the store. 

If I were running a hardware store, even in a community 
where there is no hunting and practically no sale for arms 
and ammunition, I'd still make a big feature of my displays 
of hunting equipment to advertise my store. ‘There’s 
nothing else in the hardware line that makes such interest- 
ing displays. 

Now that the hunting season is upon us again it’s time 
to think about our fall windows. You are about to re- 
ceive your annual package of Remington display material 
and it’s one of the best we ever sent out. But the new 
Remington guns are what the sportsmen are most eager to 
see. Many of them never saw an over-and-under two-bar- 


relled shotgun and the new Model 32 Remington will stop 
a crowd in front of any window. It would pay you to buy 
one for this purpose alone, and judging by the way they’re 
going, you won’t have any trouble selling it. 

The Model 34 bolt action .22 caliber repeating rifle is 
another new model that has been widely advertised. Your 
customers will welcome a chance to look it over, and it’s 
a fast seller at the astonishingly low price of $14.60, in- 
cluding tax. Big game rifles always attract interest, and 
Remington Models 8, 14, and 30 are the leaders. ‘The 
Model 11 Remington autoloader is the most popular shot- 
gun for ducks. The Model 31 has the call among slide 
action repeating shotguns. 

Any Remington will attract attention, but naturally there 
is most curiosity about the new ones. You can make this 
curiosity work for you by put- 
ting them in the window. Or- A A arpr~nrrne 
der from your jobber. . President 


REMINGTON ARMS COMPANY, Inc. 
BRIDGEPORT, CONNECTICUT 


Manufacturers of Arms, Ammunition and Cutlery—Originators of Kleanbore Ammunition 


© 1982 R. A. Co. 





The Greatest Value Ever Offered—The Remington Standard American Dollar Pocket Knife 





SEPTEMBER 15, 1932 








NORVELL ADDRESSES 
BROOKLYN ASSOCIATION 


Saunders Norvell, president, 
Remington Arms Co., Inc., New 
York City, addressed the Sept. 8 
meeting of the Brooklyn Hard- 
ware Association, held in the 
Johnson Building, Brooklyn, 
N. Y., with more than seventy 
members and guests in atten- 
dance. Pointing out that rising 
raw materials prices are an indi- 
cation of business improvement 
and maintaining that 60 per cent 
of the things influencing the suc- 
cess of a business are outside of 
the control of the owners, Mr. 
Norvell urged his listeners to 
watch for changes, study them 
and to act before they occur. 

Mr. Norvell spoke of the im- 
portance of budgeting and stated 
that depression periods are on 
six months before the average 
person knows about them and 
that they are over for a like 
period before the general public 
is aware of the fact. He sug- 
gested stocking of repair parts 
during slack business periods and 
advocated replenishing of stocks 
of higher units of sale, in prepa- 
ration for sales to follow. Mr. 
Norvell stated that much busi- 
ness was lost because of lack of 
actual personal visiting on the 
part of retailers, as well as on 
the part of wholesalers and man- 
ufacturers and related some of 
his experiences as a member of 
those groups during his long 
career in the hardware field. He 
stated that the clerk was the 
most important member of a re- 
tail store and that the dealer 
was the most important factor in 
the trade. 

Thomas A. Grogan, president 
of the association, conducted the 
meeting. Reports were given by 
the secretary, the treasurer and 
various committee chairmen. R. 
J. Atkinson introduced Mr. Nor- 
vell and called attention to the 
active cooperation between a 
Brooklyn utility and members of 
the Brooklyn association. H. A. 
Cornell and P. S. Allen, secre- 
tary, Hardware Square Club, 
called attention to the Dutch 
Treat Hardware Outing. 





METROPOLITAN GROUPS 
TO HOLD OUTING 


A Dutch Treat Hardware Out- 
ing will be held Thursday, Sept. 
29, at Jones Beach, L. I., through 
the cooperation of the Hardware 
Boosters, Brooklyn Hardware As- 
sociation, Hardware Square Club 
and Manhattan & Bronx Hard- 
ware Association. Committee 
members are Roy C. Schmidt, 
president, Hardware Boosters; 
H. A. Cornell, Brooklyn associa- 
tion; R. S. Allen, secretary, 
Hardware Square Club, and A. 


48 





Shimell for the Manhattan & 
Bronx group. Tickets are $2 
each, which includes dinner at 
the Wantagh Hotel, Wantagh, 
L. I. Sports available are golf, 
swimming, archery, horseshoes 
and shuffleboard. 

Private cars, supplied by mem- 
bers and friends, will leave Mur- 
ray and Church Streets, New 
York City, and Broadway and 
Ralph Avenue, Brooklyn, at 10 
a. m. 

LUCKENBACH DIRECTS 

SAMSON-UNITED CORP. 
HEALTH APPLIANCE DIV. 


Paul Luckenbach has been ap- 
pointed as director of the health 
appliance division of the Sam- 
son-United Corp., Rochester, 





PAUL LUCKENBACH 


N. Y. Mr. Luckenbach, who has 
had much experience in the tech- 
nical development of health ap- 
pliances and in their merchan- 
dising, will direct sales, merchan- 
dising and engineering activities 
for the newly created division. 
He has worked in this country 
and in Germany in research on 
high frequency generators for 
wireless telegraphy and telephony 
and on x-ray and electro-medical 
apparatus. 

Mr. Luckenbach returned to 
this country in 1923 to establish 
an import agency for several Ger- 
man factories, connecting with 
General Electric Co. in 1929. 





CUTLERY AND EDGE TOOL 
PRODUCTION REPORT 
SHOWS 1931 DECREASE 

(From Our Washington Bureau ) 


Returns received by the Bu- 
reau of the Census from 219 es- 
tablishments give the 1931 fac- 
tory value of cutlery and edge 
tool production as $54,540,490. 
This is a decrease of 27.8 per 
cent, as compared with $75,522,- 
532 reported for 1929 by 239 es- 
tablishments. The more impor- 
tant items contributed to the 
total for 1931 are as follows: 
Table cutlery, except sterling sil- 





ver and silver plated, $3,748,582; 
scissors, shears and snips, $3, 
198,384; razors and razor blades, 
$33,722,216; pocket knives, $3,- 
732,603; axes, adzes and hatch- 
ets, $1,893,464; cutting dies for 
use in cutting cloth, paper, etc., 
not including metal-cutting dies, 
$3,163,639. 


BARNETT STORE FIRE 


The C. E. Barnett hardware 
store, Keithsburg, Ill., was re- 
cently damaged by fire. 





MASBACK ANNOUNCES 
CONTEST WINNERS 


H. E. Masback, vice-president, 
Masback Hardware Co., 76-84 
Warren Street, New York City, 
wholesale hardware distributors, 
has announced winners of the 
contest sponsored by his organi- 
zation. M. B. Perlman, 37-39 
Jackson Avenue, Jersey City, 
N. J., was given first award, $25, 
for his answer to the question, 
“How Can the Hardware Job- 
ber Best Serve the Hardware Re- 
tailer?” Edward F. Daily, 524 
Eighty-sixth Street, Brooklyn, 
N. Y., was awarded second prize, 
$15, for his answer, while G. W. 
Hadeler, Jr., Pearl River, N. Y., 
received third prize, $10. 

The next ten best answers, 
each being awarded $5, were 
submitted by Joseph - Fontana, 
3629 Willets Avenue, Bronx, 
N. Y.; George H. Nafey, Kolod- 
ney Bros. Hardware Co., 220 
Main Street, New Britain, Conn.; 
E. F. Webster, 1648 Whitney 
Avenue, Hamden, Conn.; J. Len- 
ore, Connecticut Hardware 
Stores, Inc., 47 White Street, 
Danbury, Conn.; J. A. Lichen- 
thal, care of H. Hecht, 11 South 
Lexington Avenue, White Plains, 
N. Y.; William H. Pezold, Hees 
Hardware, New Hyde Park, L. I.; 
Robert M. Secore, 588 Main 
Street. Beacon, N. Y.; Murray 
M. Gartner, 1084 Amsterdam 
Avenue, New York City; Jacob 
Bakker, care of Peter Bakker, 
3 Highland Avenue, Midland 
Park, N. J., and Charles P. Kraft, 
746 Springfield Avenue, Irving- 
ton, N. J. 

The contest was open to all 
employees of retail hardware 
stores and to their immediate 
families, regardless of whether or 
not they buy from the Masback 
organization. Judges were How- 
ard Albright, Albany, N. Y., 
director, New York State Asso- 
ciation; Edward Ferguson, 
Bronx, N. Y., director, New York 
State Association; Charles J. 
Heale, editor, HArpwARE AGE; 
A. Librett, New Rochelle, N. Y.; 
Saunders Norvell, president, 
Remington Arms Co., Inc., New 
York City, and Rivers Peterson, 





editor, Hardware Retailer. 





Cc. F. SAMOLINSKI JOINS 
MILL FACTOR PRODUCTS 


Charles F. Samolinski has be- 
come associated with Mill Factor 
Products Co., 66 West Broadway, 
New York City, manufacturers 
direct agency, covering New Jer- 
sey, New York and Connecticut, 
including metropolitan New 
York. Mr. Samolinski will cover 
Brooklyn and part of Manhattan, 
calling on hardware, automotive 
and mill supplies wholesale dis- 
tributors. Organizations with 
which Mr. Samolinski had _ pre- 
viously been connected are Sur- 
pless, Dunn & Co., Inc., New 
York City, for four years; A. N. 
Nelson, Inc., Brooklyn, N. Y., for 
three years, and S. W. Cornell, 
Brooklyn, N. Y., for twenty-five 
years. 

Mill Factor Products Co. rep- 
resents Red Cross Mfg. Co., 
Bluffton, Inc., lawn mowers, fruit 
juicers and cider mills; Prairie 
Du Chien Tool Co., Prairie Du 
Chien, Wis., hand tool grinders, 
and Millersburg Reamer & Tool 
Co., Millersburg, Pa., Smooth Cut 
expansion and solid reamers, 
tools, etc. 

BOARD SENDS OUT TOOL 
SPECIFICATIONS 


(From Our Washington Bureau) 


The Federal Specifications 
Board has sent to manufacturers 
for their suggestions proposed 
specifications for ratchet braces, 
hatches and screw drivers. The 
specifications have been approved 
by the Federal Board and if final- 
ly adopted will apply to pur- 
chases by government establish- 
ments. 


STEVENS RESIGNS FROM 
WILLIAM L. GILBERT CO. 


Norman L. Stevens has re- 
signed as vice-president of the 
William L. Gilbert Clock Co., 
Winsted, Conn., having served in 
charge of sales and advertising 
for that company for the past six 
years. Harold D. Sisson, who has 
been directing sales under the 
supervision of Mr. Stevens, will 
assume full charge of sales and 
advertising for the Gilbert com- 
pany. 

Mr. Stevens has not yet an- 
nounced his plans for the future. 
His home address is 66 High 
Street, Winsted, Conn. 





W. A. BAKER LEAVES 
SIMMONS HARDWARE CO. 


W. A. Baker, who has been 
representative in the Pittsburgh 
district for the Simmons Hard- 
ware Co., St. Louis, Mo., for the 
past 25 years, has resigned, ef- 
fective Sept. 15. He can be 
reached at his home, 415 Zara 
Street, Pittsburgh, Pa. 
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MYERS &27House Pumps 


45> }nees 7 33/5% LESS ¢ ¢ f t 
+77} power TO OPERATE 








When selling house pumps the most important factor 
today is “quality at a low price.” Myers Cog Gear Easy 
Operating House Pumps are outstanding for expertness 
of design, excellence of construction, ease of operation 
and extra large capacity. They represent those values 
in better pumping service that will please 
your customers and enable you to sell them 
at a satisfactory profit. Styles and sizes for 
any need. Catalog and prices on request. 


Take Hat; 
© The Fe 
MYERS : 


PUMPS-WATER SYSTEMS - HAY TOOLS -DOOR HANGERS 


THEF.E.LMYERS & BRO. co. 


ASHLAND, OHIO. 
PUMPS—WATER SYSTEMS—HAY TOOLS—DOOR HANGERS 


DINON'S 


MAINTENANCE FLOOR 


PAINTS 


all purpose 
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CEMENT 
CONCRETE 
LINOLEUM 
COMPOSITION 


FACTORY 


Dixon’s Maintenance Floor Paints are “all- 

purpose” in ch 
acter—will effectually assist the dealer in sual stock “a. 
cutting investment in shelf goods. 












or 


Made in 8 Colors—Dry in 6 to 8 hours 


Write for Special Deal No. 40 BF 
and Color Cards 


Paint Sales Division 
JOSEPH DIXON 
CRUCIBLE COMPANY 


Jersey City DOr New Jersey 
Established 1827 
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HOS 


GARDEN 
HYDRANT 
GREASE 
PAINT 


FOR HOSE 


96 
SIZES 


Made 


FOR 
IMMEDIATE 
SHIPMENT 


from Wrought Steel — Heavily 


Galvanized 
Leak-Tight Under Pressure 
Send for Folder Samples and Discounts 


J. R. CLANCY, INC. 
SYRACUSE NEW YORK 














There’s a Mine 
of Information 


vitally-important 
facts, live merchan- 
dising ideas and 
sales-producing 
methods in HARD- 
WARE AGE. Make 
it a habit to read 
your business paper 
regularly and thor- 
oughly. 
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Plan Brought Patrons Back 


(Continued from page 33) 


that persons who harbor the most 
serious grievances do not readily 
voice their objections and for this 
reason, such persons received spe- 
cial attention. 

In some such instances, the 
manager found it desirable to 
spend an hour or more visiting 
with an inactive account, in the 
evening after store hours, when 
both the housewife and her hus- 
band were in a proper mood to 
listen to appropriate explana- 


tions, or apologies, if such were 
justified. In this manner many 
grudges of one kind or another 
were straightened out on a mutu- 
ally satisfactory basis to the fu- 
ture benefit of the firm. Fre- 
quently, the person visited, called 
at the store the following day and 
made purchases. In other cases, 
only a comparatively short time 
elapsed before inactive accounts 
resumed their usual buying ac- 
tivity. 





Your Name in Lights 


(Continued from page 22) 


enamel in ease of maintenance is the 
lacquered sign. 


Figuring Sign Cost 

Since a sign is an advertising 
function its cost can be included in 
the budget for getting and keeping 
your name before the public. The 
experience of large manufacturers 
indicates the actual first cost of ex- 
terior signs can be figured with 
reasonable accuracy. 

One large automobile manufac- 
turer who supplies his dealers with 
standard signs places the initial cost 
equal to one per cent of one year’s 
gross sales, and distributes that sum 
over a period of five years. Other 
companies estimate sign cost in a 
similar manner so that the hardware 
merchant might well follow the same 
method of measuring his sign ex- 
penditures. 

When buying a sign, guard against 
falling victim to the “fly-by-night” 
sign manufacturer who neglects basic 
principles of design such as lamp 
size and spacing relative to the size 
of letters, particularly in exposed 


lamp signs where spacing is impor- 
tant to effecting a solid line of light. 
Unless the sign manufacturer is rep- 
utable, consult the lighting engineers 
of your local power company, who 
are always ready to lend a helping 
hand in all lighting problems. 

After all is said and done, hard- 
ware merchants are out to make a 
living like anybody else. Advertis- 
ing expenditures, therefore, are nat- 
urally directed toward a great vol- 
ume of sales with its welcome “more 
profit”. When considering the sign 
problem then, you may rightfully 
place it in the category of advertis- 
ing. Since advertising is merely the 
means of placing your selling mes- 
sage before the public, you will find 
electric advertising the most eco- 
nomical and most effective on a 
dollar per person basis. The fact 
that electric advertising averages in 
cost only 3 cents per 1000 people 
reached, it commands equal consid- 
eration with newspaper and direct 
mail in the advertising activity of 
every hardware merchant in the 
country. 





Our Great American Weakness 


(Continued from page 24) 


ticed,” he said, “that almost every 
day when you pick up a paper this 
company has taken charge of sev- 
eral businesses that have gone ‘fluey’? 

“Probably you do not know the 
latest racket in the department store 
line. Of course, in the summertime 


for four or five months when every- 
body is out of town there is almost 
no business. This is the time when 
expenses are heavy and income is 
nil. A number of these department 
stores, so he said, were having diffi- 
culty getting money from banks, so 
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the easiest thing for them to do was 
to go into the hands of a receiver. 
Usually the president or the general 
manager of the department store was 
appointed receiver by the trust com- 
pany, so they did not have to pay 
any bills of any kind, pay any inter- 
est on loans, but actually had a mora- 
torium of all of their debts until the 
fall of the year when business picks 
up. Then the chances are they will 
be relieved from the receivership.” 
This struck me as a new angle of 
the times. 
* * * * * 

Jimmie Walker, former Mayor of 
New York, should have heard an ad- 
dress I once heard by Mr. H. M. 
Finch of Texas to a group of hard- 
ware salesmen. His text was: “It is 
fine to fly, but it is hell to light.” 
Curious, isn’t it, that Jimmie Walker’s 


resignation and the eclipse of the sun 
took place at the same time? 
* * * * * 

Another friend of mine called the 
other day and we discussed the crime 
wave, the danger of being placed on 
the spot. My friend remarked that 
he was not afraid of going anywhere 
in his automobile at any time of 
night. He said he was thoroughly 
protected. When I inquired how he 
was protected he answered that for- 
merly he ‘received dividends from a 
number of companies, but now all he 
received were notices he was in the 
hands of “Protective Committees.” 
“Never before in my life,” said this 
gentleman, “very seriously, was I so 
well protected by as many high class 


financiers acting upon all these pro- | 


Well, that’s 


tective committees.” 
that! 





Window Wallop 


(Continued from page 27) 


them to, without any pasting or 
other fastening. You can then 
remove them for other wordings 
as you wish. There are firms 
which produce clean-cut felt let- 
ters for this purpose if you do 
net wish to cut them yourself. 
They make unusually striking 
displays. 

Punch, pep and selling power 
may be incorporated in every one 
of your windows if you will give 
them a reasonable amount of 
thought. To make this easier for 


you these original displays have | 


been designed especially for 
HarpwarE AGE readers. They 
*are thought out by an experi- 
enced display artist, using HARD- 
WARE AGE interchangeable dis- 
play fixtures. These fixtures may 
be built in your own workshop or 
you can have them made by a 
local carpenter at a modest cost. 
The instruction sheet for building 
them is sent to readers on re- 
quest without obligation. Address 
Window Display Editor. 





The Game of Kitten Ball 


(Continued from page 28) 


organized league teams participated 
in games. The league teams have an 
advisory board and a local “Judge 
Landis.” Lights were paid for by the 
city council and the park commis- 
sion. Balls for the games are paid 
for by the teams. 

Last year games were placed five 
nights a week, two games a night, 
seven innings being played on each 
of four nights and five innings on 
Wednesday nights. Between the two 
Wednesday night games the town 
band gives a concert between the 
games, making of that night a gala 
event. Last year attendance at each 
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evening’s games ran from 750 to 
1,000. The games even attracted 
movie fans and miniature golf devo- 
tees away from their favorite amuse- 
ments. 

K. B. Raymond, director of recrea- 
tion, recreation department, Board of 
Park Commissioners, Minneapolis, 
Minn., states that the game was de- 
veloped in that city, and was started 
as a rather informal game by a re- 
tired fireman, being first played at 
different fire stations. Mr. Raymond 
says, “The original ball was 13 
inches instead of the present ball 
which is 12 inches. We took it over 











World’s 
Greatest Combination 
of Protective Features 
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BRASS CYLINDER 
PIN TUMBLER 


Laminated Steel Padlock 
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Retails for only $122 
Your Jobber has them—ORDER NOW! 
MASTER LOCK CO., Milwaukee 


World's Largest Padlock Manufacturers 
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in Pliers 


KLEIN 











52 


OOD workmen demand 
good tools—your cus- 
tomers appreciate 

quality in pliers--that’s why 
they demand Kleins. Klein 
Pliers have been the stand- 
ard with master workmen 
and public utilities “‘since 
1857," and are made in a 
wide variety of sizes and 
styles to meet every require- 
ment. Check over your 
stock of Kleins with your 
jobber and be prepared to 
fill the needs of your cus- 
tomers who want the best. 


Buy From Your Jobber 


Mathias HC ILIE DN Goss 


3200 BELMONT AVE., CHICAGO 
il 





on the playgrounds from this begin- 
ning and it has grown in Minneapolis 
to a point where we have some thou- 
sand teams playing in organized 
leagues. We now call it Diamond 
Ball.” 

Santa Barbara, Calif., is another 
place that is very enthusiastic about 
the game. R. Jaffe, Ott Hardware 
Co., Santa Barbara, explains the 
game and its reception as follows: 
“It is a sort of baseball played with 
eleven men on a side and using the 
regulation baseballs—131%4 inches 
outseam. The rules for this game 
are similar to those of regular base- 
ball. 

“It is proving very popular with 
the local business institutions and 
their employes. In fact, several 
leagues have been started and the 
rivalry is quite intense. Naturally 
this interest has succeeded in pro- 
moting a great many sales for us in 
the way of bats, balls, uniforms, 
shoes, etc.” 

B. H. Ashley of the Ott organiza- 
tion said of last year’s season, “Santa 
Barbara had a wonderful season this 
year in night ball. We had approxi- 


| mately twenty teams playing five 


nights each week during the summer 
season, splitting the season in half 
and having a play off of the two win- 
ning teams at the end of the season. 


| We had large crowds attending these 


| Charging is easy. 





games and the merchants of Santa 
Barbara enjoyed a nice business from 
the same. They did not charge ad- 
mission nor did they take up a col- 
lection as everything was free. An 
entry fee was charged each team, 
which paid for balls and bats. 

“We have a field large enough for 
four games to be going on at the 
same time, and we have it lighted 
with flood lights which makes it just 
as bright as day.” W. H. Orion, di- 
rector, recreation commission, City 
of Santa Barbara, Calif., says, “We 
were able to place four playground 
diamonds so that each was entirely 
satisfactory for night playing. This 
has proved a very simple method for 
organizing mass participation and we 
are highly recommending it to other 
communities.” 

The game is going over well in the 
above three communities and is very 
popular in numerous other communi- 
ties, of all sizes and types. Why not 
take advantage of this health build- 
ing and business promoting game in 
your By cooperation be- 
tween chambers of commerce, boards 
of trade and merchants in various 
lines in other towns hardware dealers 
can also make profit on this sport 
Get your town to “Strike Up the 
Band” and light up playgrounds, for 
Kitten Ball. It will pay well. 


town ? 





Prompt Paying Pays 


“ HARGE IT” has come to be 
one of the most costly phrases 
in the English language. 

Paying is hard. 


| Putting off payment for a time, pro- 


vided one pays eventually, may seem 
a harmless bit of carelessness until 


| one realizes the slow payment habit 
| (and it generally is nothing but a 


| facturers, and 


habit) is costing communities, manu- 
retailers billions of 


_ dollars annually. 





In the United States alone it has 
been estimated that $15,000,000,000 


worth of credit is frozen in unpaid 


bills. Most of this huge sum will 
eventually be paid in full. Negli- 
gence and thoughtlessness, rather 


than dishonesty, have brought about 
this serious situation. Part of it is 
due to the strange mentality by which 
merchants treat charge customers 
more considerately than those who 
pay cash. But the amount of 
“frozen” retail credit has become so 
large that a movement is reported to 


be on foot among credit associations 
to establish an agreement whereby all 
overdue accounts will be charged an 


additional 6 per cent. 


Every charge transaction is in the 
nature of a loan to a customer by 
the retailer. When a customer holds 
a bill unpaid for thirty, sixty, ninety 
days or longer, he has thrown upon 
the retailer the burden of paying it 
for him. The retailer must pay the 
manufacturer for the merchandise. 
Each month he must also pay regu- 
larly salaries, rent and other over- 
head expenses. Should the retailer 
not have the needed funds, then his 
recourse is to the bank where he 
borrows at interest. In case the 
banks are unable to lend, then the re- 
tailer not large enough to carry slow- 
pay customers may eventually be 
forced out of business, dismissing 
employees and disrupting the flow of 
trade through the community. 

On the other hand, when custom- 
ers pay their bills promptly, the re- 
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tailer has, over and above his regu- 
lar expenses, a sum to use for cash 
buying. Manufacturers are eagerly 
seeking retailers who can pay their 
bills within ten days. Those retail- 
ers can command the best quality and 
assortments at the lowest prices, and 
are able to pass on to customers such 
advantages. 

The manufacturer also benefits by 
these cash transactions. With funds 
on hand he is able to retain his 
skilled employees, pay cash for raw 
materials, and often employ more 
labor. Certain large mill owners 
have stated recently that they could 
sell much more merchandise to re- 
tailers if they could extend to those 
retailers more credit—but that they 
cannot do. Should those same retail- 
ers who desire credit receive pay- 
ment from even a part of their slow- 
pay customers they could order the 
needed merchandise immediately. 
Such additional orders would enable 
the mills to operate economically 
nearer to full capacity and to hire 
more workers. 

By paying every bill promptly one 
can assist retailers to serve him with 
better merchandise at lower prices, 
can help the manufacturer to operate 
with lower cost for working capital, 
can aid toward increasing employ- 
ment all along the line, and so help 
to bring about more prosperous con- 
ditions generally—besides maintain- 
ing his own _ credit.—Christian 
Science Monitor. 


The Levy Hardware Co. of Boston, | 


situated in a district where apartment 
houses are numerous, features 
through its windows its specializa- 


tion in janitors’ hardware, as well as | 
in the more usual lines. The store, | 


catering to this trade, stocks a wide 
variety of cleaning preparations, 
drain pipe solvents, etc. Janitors in 
the district appreciate the special at- 
tention that is devoted to their needs, 
and tend to make the store a head- 
quarters for their supplies. Custom- 
ers of this class purchase large quan- 
tities of brooms, mops, and small 
plumbing supplies, including washers 
and valves. Janitors, of course, pre- 
serve their sales slips by way of ac- 
counting, so the concern wisely ad- 
vertises on the back of each slip a 
floor cleaning powder, for which it is 
distributor, and a drain pipe solvent. 
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Shelf display space given to DAZEY 
churns now pays well. Show several differ- 
ent sizes! Home buttermaking has in- 
creased with the decline in butterfat 
prices. DAZEY is known and familiar to 
people everywhere. In high quality of 
materials and scientific principle of opera- 
tion, it stands alone. Sold only through 
jobbers and dealers. Made in sizes to suit 
everyone’s need—2 quart to 10 gallon. In 
many regions DAZEY electric churns are 
selling splendidly. 


CHURNS 


Endorsed by Good Housekeeping Institute, State 
Agricultural Colleges and Scientific Buttermakers 
everywhere. 





Dazey Sharpit 
All-purpose household 
Sharpener. Requires no 
skill. The original Sharp- 
ener of its type. 
Patented Grinding 
wheels. Attractively fin- 
ished in rust-proof elec- 
tro plating. Furnished 
with removable, revers- 
ible clamp. 


DAZEY CHURN AND MANUFACTURING CO 


Recommend DAZEY CHURNS 
ST. LOUIS for mixing PAINTS, LACQUERS 
and PASTE — A NEW FIELD! 














ON THE OUTSIDE 


LOOKING IN— 


Even the inquisitive youngster with 
snub nose pressed against your window 
is a prospect for a pair of skates or a 


camp axe. 


The commuter, the farmer, the house- 
wife, all who pass your windows judge 
ry you and your merchandise by your 


window displays. 


“Business goes where it is invited—,” 
and you will find the window display 
ideas appearing constantly in HARD- 
WARE AGE of great assistance. 
Don’t neglect your best invitation to 
new and increased business. 




















USTRAGLASS 
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A. Chicks grown under 
ordinary window glass 
develop rickets. 

















B. Chicks grown under 
Lustraglass are normal, 
healthy and free from 
rickets. 









The photographs above show two lots of chicks 


at the age of six weeks. Both lots were raised 








Wrought Steel 
Strap and Tee Hinges 
and Hasps 


| under similar conditions except that lot A was 
| grown under ordinary window glass and lot B 
| under Lustraglass. This is positive biological 
| proof that sunlight through Lustraglass prevents 
rickets. ¢ Here is a big new market 
for Lustraglass. Farmers everywhere 


want a permanent, durable ultra-violet 








fiber GRIFFIN products offer the 


utmost in sturdy, practical hardware. 





ray glass for poultry houses, brooders | AMERICAN! 

Furnished in plain steel, cadmium finish, a ne ae poco nag 

galvanized,...galvanized with brass pins... Lesteagless costs them no more then pt a 

finishes suited for the purposes required. enlinary window glace. Pomona 
| National 

Advertising 


in Country Gentleman, 
Poultry Tribune and Suc- 
cessful Farming is telling 
over 3,000,000 farmers 
and poultry raisers about 
Lustraglass. * Send for 
Booklet P332, a report of 


nufacturing Cbmpany aif 
ERIE, PE oUeNaTeR YLVANIA —_ AMERICAN WINDOW GLASS CO. 


Also makers of Lustrawhite Picture Glass, Armor-Lite Safety and Bullet- 
Branch Offices:- Proof Glass, Tintaglass, Photograghic Dry Plate Glass, 4.” and 742” Crys- 
NEW YORK: 45 Warren Sr. BOSTON: 113 PURCHASE ST. tal Sheet Glass, Ground Glass, Chipped Glass and Bulb Edge Glass. 


CHICAGO: 162 N. CLINTON Sr. SAN FRANCISCO: 703 Marker Sr. PITTSBURGH m PENNSYLVANIA 


HARDWARE AGE 











54 





























to millions of America’s 
property owners during 
September and October 


This timely message of warning 
and advice is being flashed 








WA 
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to PROPERTY OWNERS 


ODAY a letter came to my desk 

that deeply impressed me. It was 
written by a woman—the mother in a 
typical American family. Her little 
home had been saved from foreclosure 
by a coat of new paint, for which a part 
of their meager savings had been paid. 


“Those few gallons of fresh paint had so 


the situation been paralleled. Property 
owners face an added burden of expense 
amounting to millions of dollars for 
repairs and replacements next spring. 


And the crisis, in my opinion, will be 
reached this coming winter when paint of 
four, five, and even six years exposure 
to the weather will be unable to resist 





wevived the appearance and enh 

tthe value of the property that the mort- 
gagee had consented to renew the loan 
«..and the little home was saved. 


I could not kelp thinking of the thousands 
‘of homes and buildings that are shabby 
and unattractive today due to several 
years of neglected painting; of the 
millions of home owners who, because of 
reduced incomes and enforced economy, 
have been obliged to sacrifice painting 
for taxes, interest, assessments, to say 
nothing of food, clothing, heat and other 
essentials of comfort and health. 


You have seen these paint-starved houses 
and buildings, as have I. They are every- 
where about you. Perhaps your home 
is included. 

Do you understand what they signify? 
Do you realize what will happen to 
wood or metal that is literally naked of 
paint if these houses and buildings face 
the attack of another season of rain, 
snow, ice, and frost? 


Never in the history of our country has 


ACME WHITE LEAD AND COLOR WORKS 


DETROIT WHITE LEAD WORKS 
W. W, LAWRENCE & Co. 


the el ts—when badly weathered 
wood and metal will be easy prey for 
rot, rust and decay. 


Today the big question facing thousands 
of property owners is plain. It is ‘‘paint 
or pay.’ Either you must invest a /ittle 
this fall in new paint or you must take 
the risk of paying many times the cost of 
paint to repair the damage done by rot, 
rust and decay this winter. 


Even at the sacrifice of other things, 
have your house or buildings completely 
repainted now. No investment you can 
make will pay better dividends. And 
nothing you can buy will make you and 
your family feel so uplifted and cheerful. 


If you cannot arrange to do a complete 
repainting job now, at least give the 
badly weathered places a coat or two of 
protecting paint. 

Look especially, to the window sills, 
thresholds, outdoor porches and steps; 
the joints of porch railings and palings; 
the bases of pillars; the edges of eaves; 





LINCOLN PAINT & COLOR CO. 
THE LOWE BROTHERS Co. 
JOHN LUCAS & CO., INC, 


the roof; the gutters and down spouts. 
These are the vital spots where water 
lodges— where ice and frost settle— 
where rot and rust attack first. 

A few dollars’ worth of good paint, ap- 
plied now, will protect these vital spots 
—will tide you over this crucial winter. 
And it will probably save you a much 
greater expense for repairs and replace- 
ments next spring and summer. 

Under existing conditions, you may be 
tempted to buy a cheap paint because of 
its low price. I hope you will not make 
this costly mistake. 

Even on sound lumber, inferior paint is 
a poor bargain. But on weathered wood, 
which is very porous, such paint is worse 
than useless. It gives you a false feeling 
of security and leaves you without pro- 
tection. 

Prices of well-known, established brands 
of paint are now the lowest in fifteen 
years. Enough good, dependable paint 
can be purchased for a few dollars to 
protect all the badly weathered surfaces 
on your building. 

Again I repeat, do a complete job this 
fall if you can. But at least do the vital 
exposed places before it is ‘‘too late.”” 


4 
THE SHERWIN-WILLIAMS CO. 


This message to the property owners of America is spon- 
sored by the following paint manufacturers and their dealers: 


THE MARTIN-SENOUR CO. 


PENINSULAR PAINT & VARNISH CO. 
THE SHERWIN-WILLIAMS CO. 
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New and Improved Merchandise— 
Display Helps—Sales Liter ature— 
Window Trims— New Packages 
—New Colors—New Deals— 
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Hardware Stores 


**Perfection” 
Floating Washers 


Compression fit, designed so 
that it not turn on the 
faucet seat, easily installed and 
said by the maker to prolong the 
life of faucets. Gasket compo- 


does 


sition is a special preparation. 
Suggested retail selling price 
15c. each. Available in three 


sizes on colorful counter display 
easel. Sizes, %4 in., % in. and 
1% in. Du Charme Products, Inc., 
Western Reserve Bldg., Cleve- 
land, Ohio. 


Aldor Room Heater 


and Dryer 


Has small fan installed just 


back of the nichrome heating ele- 
ment, assuring perfect distribu- 













tion of heat in all parts of the 
room at an even temperature, 
says the manufacturer. Comes in 
various colors with cadmium 
plated trimmings. Dealer cost 
$36 per dozen. Suggested retail 
selling price, $4.95. The Aldor 
Corp., 2533 N. Ashland Ave., 
Chicago, Ill. 


Remington Fall Window Display 


Entire display in attractive col- 
ors. Trim measures 24 by 36 in. 
Fall window display package 
contains a balanced collection of 


timely subjects furnished free to 
dealers upon request. Advertis- 


ing Department, Remington Arms 
Co., Inc., Bridgeport, Conn. 





Eveready Tubular 
Flashlight and Midget 
Lantern 


Tubular flashlight, list 39c. 
with two No. 950 Eveready flash- 
light batteries. Has 
black and silver striped litho- 
graphed finish case, of seamed 
metal, with cadmium fittings. 
Similar in appearance to the No. 
2604 Eveready flashlight. Midget 
lantern, list 49c., with batteries, 
measures 2% in. high, 2% _ in. 
wide, with thickness a little more 
than one inch. Flat case has 
beveled edges, finished in red 
enamel with bail, switch and re- 
flector finished in nickel. Uses 
two No. 935 flashlight batteries. 
This is the first flashlight Na- 


attractive 





tional Carbon Co. has announced 
which uses the new type bulb, 
in which filament is contained in 
base of bulb, with top of bulb 
acting as lense. National Car- 
bon Co., 30 East Forty-second 
Street, New York City. 





Hasp Thredlock 


Hasp is case-hardened 
said to be absolutely saw-proof. 
Cylinder, solid brass, drop forg- 
ing. Single full turn of key 
opens or closes lock. Will not 
detach. The maker states that 
tests show it to have a tensile 
strength of 6400 lb. For use on 


steel, 


stores, offices, trucks, garages, 
freight cars, etc. The Thred- 





lock Co., Inc., 211 Center Street, 
New York City. 


Plastic Metal 


A metallic adhesive for house- 
hold, shop and office use, said to 
make a permanent seal of holes 
or cracks in metals of all kinds, 
including cast iron and alumi- 
num, and to give unusual bond 
where conditions are extreme, 
such as glazed surfaces of tile, 
porcelain, granite and enameled. 
Suggested for all kinds of wood- 
work, leather, hard rubber and 
composition materials. The 
maker states that it is unaffected 
by age, moisture, gasoline, oils 
or extreme temperature changes 
and is highly acid resisting. 
Packed jn tubes and cans. Illus- 
tration shows display. Tube, 1 
in. by 4 in., list 25c.; 1/6 pint, 
50c. Plastic Metals Corp., 153 
Frelinghuysen Avenue, Newark, 


THE SUPER 
METALLIC ADHESIVE 
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“Champion” Screw Drivers 
Give Lasting Satisfaction 


Genuine “Champion” Screw Drivers have upheld their 
reputation for quality, durability and satisfaction for 
45 years. 


They are made in 5 patterns and 25 sizes. Every blade 
is forged from the toughest steel and tested to split a 
screw head. The construction absolutely prevents the 
blade from turning in the handle. They sell on merit. 


From the smallest sizes 114 inch Special, to the largest 
size with 30 inch blade, tool users are sure to find ex- 
actly what they need. Look over your stock and keep 
supplied on all standard sizes. All “Champion” Screw 
Drivers are packed one-half dozen in a box. 


Your Jobber Will Supply You 


Reg. U. S. Pat. Off. 
ESTABLISHED 1854 


TORRINGTON, CONN. N. Y. Office: 151 Chambers St. 
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CASH SALES 


Doeg your store attract them? Unmistakable 
signs indicate that business is returning. 
Hardware dealers in most states are already 
reporting increased trade. 

It is predicted that this fall and winter will 
show a great improvement over recent 
months 


—but— 











Returning customers are going to be cautious 
—they will form new buying habits. Your 
chances for getting their business are no 
better than your merchandising methods. 


Big stores are getting ready—are you? 


Now is the time to make definite plans for 
increased cash sales. 


Heller's experience in hardware store mer- 
chandising 
can be of 
valuable 
assistance 
to you. An 
inquiry in- 
volves no 
obligation. 











This little booklet ‘‘The 
Story of Jim King’’ has 
inspired many a hardware 
man—have you read it? 
Free on request. 


HELLE R 


Merchandising Systems 


W. C. HELLER & CO. 


700 Bryant St., Montpelier, Ohio 


Sign in the margin, New York Office: 
tear out ad and mail 20 Vesey Street, 
today. Suite 406 
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Department 
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Utica “Featherweigh 
Pocket Knives 


Have blades of high quality, 
forged steel, full gage thickness, 
sharp lasting edges with linings, 
bolsters and shields of “Feather- 
weight” material, said to be one- 
third lighter in weight, but with 
equal strength. _ Illustration 
shows new individual box, cov- 
ered with fancy playing cards de- 
sign. Box for each knife. Five 
assortments are offered with dis- 
play. No. 300, cattle knife pat- 
terns, three blades; three stag 
and nine pyralin handles, eight 
knives with punch blades, four 
with pen blades. No. 400, scout 
knife assortment, standard size, 
six stag and six pyralin handles. 
No. 200, two blade jack knife 
patterns, three stag and nine 
pyralin handles. No. 250, two 
blade pen knife patterns, three 
stag and nine pyralin handles in 
attractive colors. Assortment No. 
350, premium stock, three bladed 
knives, three stag and nine pyra- 
lin handles, in attractive colors, 
six knives with punch blades, six 
with pen blades. Utica Cutlery 
Co., Utica, N. Y. 





MODEL “L” 





Barton 1932 Line 
Electric Washers 


Model O. list $49.50, sub- 
merged agitator machine, with 
complete release balloon-rolled 
wringer, large tub, standard Bar- 
ton mechanism. Model M, list 
$59.50, has hand rest wringer and 
larger rolls, larger motor, larger 
tub and other refinements. Model 
K lists at $69.50, while Model L, 
illustrated, lists at $79.50. Tub 
wall contains 15 deep and wide 


convulations which concentrate 
water and force it back through 
clothes in 15 distinct surges. 
Submerged agitator. Wringer, 
chromium plated Lovell pressure 
cleanser. Washers powered with 
% hp. motor, Barton transmis- 
sion and drive mechanism, which 
The Barton Corp., West Bend, 
Wis., states insure extreme quiet- 
ness and absence of wear. Mo- 
tors ball bearing, perpendicular- 
ly mounted with spur gear drive 
entering transmission through 
top. two tone 
enamel. 


Finished in 





Pflueger Livewire 
Minnow 


A lure for bass, muskallunge, 
lake trout, etc. May also be used 
for many species of salt water 
fish. Pocket catalog No. 151 
showing fishing tackle for all spe- 
cies of game fish, fresh and salt 
water fishing. Catalog tells of 
Pflueger trade marks, guarantees 
and includes instructions and in- 
formation for the fisherman. 
Illustrates various species of fish, 
indicates how to identify certain 
fish, and tells the habitat, fam- 
ily, etc., of the species described 
and illustrated. Illustrates and 
describes various kinds and types 
of fishing tackle and accessories 
offered by the company and 
shows some of the record catches 
made with Pflueger products. 
The Enterprise Mfg. Co., Akron, 
Ohio. 


Hexacon Electric 
Soldering Irons 


Have replaceable heating ele- 
ment of nickel chromium, hard- 
drawn copper tips, shaped for 
universal use, accurately beveled 
to fit corresponding bevel in the 
heater, affording valve seat joint 
of high efficiency in conduction 
of heat, says the maker. d- 
justable handle changed by turn- 
ing knurled ferrule. Equipped 
with six feet of heater cord (ap- 
proved by Underwriters’ Labora- 


a el lad 


tories) and separable attachment 
plug. Hexagon shape enables 
its being held to tighten or dress 
copper tip, without injury to 
heating element. Case housing 
heating element is of solid hexa- 
gon steel. Heating element core 
of special high heat-conducting 
bronze. Hexacon Electric Ap- 
pliance Co., 161 West Clay Ave- 
nue, Roselle Park, N. J. 


Wooster Brush 
Service Manual 


Edited by F. N. Vanderwalker, 
contains condensed information 
on various painting and deco- 
rating jobs. Cost, 10c. per copy 
in quantities. The book covers 
such subjects as better varnish 
finishes; enamel over old sur- 
faces; hand rubbed wood fin- 
ishes; leaking window glass 
putty; proper brushing of flat 
paint; basis for brush prices; 
reducing painting costs; outside 
painting brushes; why old paint 
scales off; the finer points about 
kalsomining ceilings; how to 
make perfect wall fabric seams; 
why stipple paint and how. The 
booklet illustrates and describes 
Wooster brushes for various pur- 
poses and tells how to use Brush 


Cleaner by Wooster. The 
Wooster Brush Co., Wooster, 
Ohio. 





R-70 Signal Jr. Twin 
Wireless Practice Set 


Of two combined sending and 
receiving instruments, 75 feet of 
wire and instruction manual in 
attractive box. Each instrument 
has key, buzzer and code plate, 
mounted on metal base with rub- 
ber feet. Will operate up to a 
distance of 1000 feet from any 
standard dry cell batteries. says 
the maker. Signal Electric Mfg. 
Co., Menominee, Mich. 








American Thermos 
Bottle Issues Poster 


Which states, “the duty of 
everyone: Buy Made in America 
Goods—this will greatly help the 
unemployed back to work.” It 
quotes Harpware Ace: “If we 
want prosperity we must all do 
our part toward creating normal 
buying power by using standard 
American goods. We _ cannot 
build ‘good times’ in the United 
States by substituting cheaply 
made, low-priced foreign mer- 
chandise for the products of 
American factories and American 
labor.” Poster is printed in red 
and blue with white field. A 
circular describing Thermos 
Junior Lunch Kit, including an 
order blank, and giving dealer 
cost, suggested retail selling 
price and descriptive matter, has 
been issued by the company. 
The American Thermos Bottle 
Co., 366 Madison Avenue, New 
York City. 








Universal Automatic 
2-Slice Oven Toaster 


Has push button switch in 
cord, long life mica unit rein- 
forced with cold rolled strip of 
steel. No. E7732, chromium 
plated, equipped with six foot 
art silk cord, packed individual- 
ly in wooden case. By setting 
lever toast is automatically de- 
livered free from oven. Toasts 
both sides of two slices at a time. 
Landers, Frary & Clark, New 
Britain, Conn. 





Bassick Traingular 
Caster Dolly 


Particularly adapted to the 
dealer’s use for moving stoves 
and refrigerators or other heavy 
articles in the store or ware- 
house. Overall height, 2% in.; 
depth of cup, 1% in.; weight per 
set, 20 lb. No. 800-6, semi-steel 
base, parcolite finish, diamond 
arrow casters (OC), 1% in. Baco 
wheels; list price per set, $7.70. 
No. 800-9, semi-steel base, parco- 
lite finish, diamond arrow casters 
(OC), 1% in. Atlasite wheels; 
list price per set, $6.60. No. 
800-5, semi-steel base, plain steel 
finish, “Harvard” ball bearing 
casters (plain steel), 156 in. uni- 
versal steel wheels; list per set, 
$4.40. Designed with sufficient 
thickness of section in semi-steel 
plate to stand up under rough 
and severe service. Also suited 
for use under pianos on stages, 
etc., or for handling large bulky 
products in final states of pro- 
duction. Will fit legs of all 
standard makes of electric re- 
frigerators. [Illustrated circulars 
available. Dealer discount 33% 
per cent. The Bassick Co., 


Bridgeport, Conn. 
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Drop Forged, Chrome-Vanadium Box 
Wrenches 








Se 


e', oienn 
ended 


\ on walk 


SET NO.2600 


= ~ antansi 


New Types That Sell to a New Market 
ARMSTRONG-VANADIUM Wrenches come in improved designs 
—both standard and new types—finished in nickel over copper. 
They are being widely bought by garage mechanics and by home- 
crafters—the new hardware market for fine tools. 

The new ARMSTRONG-VANADIUM “double-hex” box socket 
wrenches come: long or short, with off-set and straight heads, 
singly or in matched sets boxed in steel cases. They sell at 
worthwhile prices and carry a substantial margin. They repay 
displaying and pushing. 

Write for ARMSTRONG-VANADIUM Wrench Circular. 


ARMSTRONG BROS. TOOL CO. 


“The Tool Holder People” 
314 N. Francisco Ave., CHICAGO, U. S. A. 
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NAIL SALES 


This modern Nail Package contains 
EXACTLY five pounds of Sterling 
Non-Splitz Oval Nails. This accurate 
measurement insures FULL PROFIT 
on each sale. And sales repeat 
quickly, for Sterling Non-Splitz Oval 
Packaged Nails find instant favor 
with all Nail users as soon as they 


are introduced. 





STERLI 


THEY 
DRIVE EASIER 
AND 


PULL HARDER 
Sharp Chisel point cuts 
cleanly across grain and 
allows oval shank 






1846709 


to 
enter wood with grain free from inter-fiber distortion. 
pry wood apart, and lies steadfast with eee 


Patented No. 
Does not 
more Nail 
50 to 70% MORE HOLD- 

ING POW 


Oval Shank fits natural grip. Chisel point elimi- 
nates split lumber. High carbon content prevents 
bending of Nails when driven. 8 to 10% MORE 
NAILS PER POUND. Sterling Non-Splitz Nails 
are easier and quicker to sell, no weighing or wrap- 
ping. 
FREE DISPLAY STAND. Write today for complete information and 
how to get sales-making Display Stand FREE. 


NORTHWESTERN BARB WIRE COMPANY 
STERLING, ILLINOIS 


surface uae to inter-fiber of wood. 











ES-AND you NEVER 
SELLING KESTER P dota SUCH poo ! 
AND REGULAR 
TURNOVER. THAT 
WAS A GREAT TIP! 













There’s just one simple rea- 
son for the big profits that 
hardware dealers are making 
from Kester Solder. Kester’s 
a natural repeater! 

Here’s a pure solder that 
does a permanent job. The 
flux is self-contained so that 
theuser has nothing todobut 
apply heat. Easy and fast, and 
absolutely safe and sure. Ev- 
erybody does a perfect job 
with Kester. Every one of 
your customers is a solder 
prospect when Kester is on 
your shelves. 

Sell Kester Metal Mender 
and Kester Radio Solder. 
Keep a few spools on hand, 


KESTER 
SOLDER 


Acid-Core * Paste-Core * Resin-Core 


SALES... Hen 





ff 
KESTER 
TAL MENDE! 





MORE SALES! 


too, for the larger solder us- 
ers. Order from your jobber 
now. Learn what fast turn- 
over and steady profit really 
is! Write now for interest- 
ing literature. 

KESTER SOLDER COMPANY 
4205 Wrightwood Avenue, Chicago 

Eastern Plant, Newark, New Jersey 


Canada, Kester Solder Company 
of Canada, Ltd., Brantford 








aboratortrs 
= Here’s the 
== Complete Kester Line 


Kester Acid-Core Solder— for 
general repair use. 1,5 or 20 Ib. 
spools and Metal Mender Pack- 
age. Kester Rosin-Core Solder 
—used principally for electrical 
and radio work. 1, 5, or 20 lb. 
spools, Radio Solder operrm og 
and 5 Ib. boxes of 18 inch sticks. 
Also Kester Paste-Core Solder, 
Kester Radiator Solder, Bod 
Solder, Bar Solder and Solid- 
Wire Solder for home and in- 
dustrial use. 
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Model 405, 
1900 Washer 


Listing at $69.50, has a chro- 
mium plated ring at the top of 
the tub, a high pressure water 
pump and a Lovell wringer with 
2% in. rolls and nickel plated 
top bar. Agitator type machine. 
Porc-enamel tub finished in two- 
fired enamel inside and outside, 
attractively finished in dappled 
ivory. The wringer has pressed 
steel frame housing; seven water 
removal positions. Single con- 
trol of washer operation. When 
washer is stopped clothes are 
accessible without removal of 
Wringer operated by 
Case 


agitator. 
single convenient lever. 
hardened and precision ground 
parts, cut gears, automatic oil- 
ing. Capacity, 6 lb. dry clothes. 
Nineteen Hundred Corp., Bing- 
hamton, N. Y. 





Stay-Tite Waterproof 
Glue Display Stand 


Attractively colored. Holds 9 
tubes, list 25c., and 6 bottles, list 
10c. The maker states that this 
glue requires no mixing and that 
it sets quickly and may be used 
on bric-a-brac, metal, wood, 
china, cloth, leather, etc. Stay- 


Tite Products Co., 3114 Detroit 
Avenue, Cleveland, Ohio. 








Stay-Tite Waterproof Glne 
Stny-Tite Products City Coyotes « 
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Cleve-Bronz Strip 


High temper spring bronze 
weatherstrip. With order for 500 
feet of Cleve-Bronz weatherstrip 
at 2c. per foot, including nails. 
The “Urolit” machine forms 
Cleve-Bronz plain spring bronze 
into weatherstrip in any length 
desired. Machine is for coun- 
ter use and is finished in nickel 
and black. Cleve-Bronz packed 
in ribbonlike rolls, not formed, 
250 feet to a roll, packed in car- 
ton, with 2 oz. packages of nails. 
The maker also offers Spring- 
Tite, a storm stop, for exterior 
and interior doors, with brass 
plate running lengthwise on un- 
der side of door, with edges 
folded over, holding in place an 
upstanding cantilever spring 
bronze strip. Hard semi-spring 
brass threshold plate with 
Spring-Tite has quarter round 
beveled edges to be screwed to 





wooden threshold of door frame. 
Brass thresholds are also offered. 
Cleveland Bronze Products Co., 
10514 Western Avenue, Cleve- 
land, Ohio. 


Wakefield Reflector 
Units for 75-300 
Watt Lamps 


Are of socket suspension type, 
with series of sizes attained by 
use of single, double and triple 
combinations of the same re- 
flector. What-A-Lite commer- 
cial line adaptable to a wide va- 
riety of installation conditions. 
Series designated as W-100, 


W-150 and W-300 offered in matt 
aluminum finish. The 300 watt 
size accommodates mogul lamp 
base and has connector socket to 
facilitate installation and main- 
tenance. Data sheets available. 
The F. W. Wakefield Brass Co., 


Vermilion, Ohio. 





Pennsylvania Great 
American Ball Bearing 
Toy Mowers 


Are 33 in. long, 8% in. wide, 
have wheel 4 in. high and a 
handle 27 in. long by 11/16 in. 
square. “T” handle supported 
by green cast iron brace, while 
lower part of handle fits into a 
brace finished in aluminum 
bronze. Chassis and cutter 
blade of mower finished in gold 
bronze. Wheels of gold bronze, 
trimmed in red, reel blades gold 
bronze finish. Clear varnish fin- 
ished handle. Wheels, reel and 
roller revolve. Suggested re- 
tail selling price, $1.25 to $1.39 
each. Dealer cost, approximate- 
ly $10.20 per dozen in case lots 
of six or more. Arcade Mfg. Co., 
Freeport, Il. 


Domestic Maid 
Food Preparer 


Beats, whips, stirs, _ slices, 
mixes dough, shreds, grates and 
extracts juices. List price, 
$32.50, including eight attach- 
ments. Operates by 1/10 h.p. 
motor. Height, 16 in.; weight, 
17 lb. Domestic Maid Sales Di- 
vision, Widener Building, Phila- 
delphia, Pa. 











Yale Pin Tumbler 
Padlock No. 627 

Listing at 50c., has four pin 
tumblers. Case of die cast metal 
of special Yale formula. Meas- 





ures 1% in., finished in battle- 
ship gray. Shackle of hardened 
steel, cadmium plated, locks both 
heel and toe. Attractive display 
cartons of six, each padlock in- 
dividually boxed. Yale & Towne 
Mfg. Co., Stamford, Conn. 


The Speedee Lock 


For attachment to the top of 
the lower sash at the end next to 
the window frame with lever in 
vertical direction. When lever 
is pushed down the window is 
locked no matter how far it is 
open, providing perfect safety at 
the same time, says The Zenith 
Products Co., 723 Frankfort 
Avenue, Cleveland, Ohio. Said 
to prevent the rattling of win- 
dows, whether closed or open. 
Suggested retail selling price is 
l5c. each. Dealer cost, $7 per 


gross; packed in gross and % 
gross cartons. 





Durst Catalog Shows 
Plumbing Specialties 

And garden specialties of 
“Dumaco” and other lines of the 
same maker. Catalog No. 36 
gives prices and terms, tells of 
the company’s guarantee and 
contains a complete alphabetical 
index. Catalog contains many 
illustrations including dealers’ 
displays, some of which are 
shown in actual colors. Price 
information is included with the 
descriptive material. The Durst 
Mfg. Co., Inc., 468 Broadway, 
New York City. 
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New Fall Merchandise 


Increases Sales 
and Profits 


New Aldor Heater, Nichrome 
Element. Backed by Elec. Fan. 
Assures Maximum Heat at 
Minimum Cost. Finished in Nile 
Green, Blue and Black. Cad- 
mium Trimmed. 


$36.00 


DOZEN 


Retail $5.00 













New Aldor Mixer 


Both Whips cream, beats eggs, mixes 
Numbers drinks and light batters. Beau- 

110 V. tifully chrome plated. A real 

60 C. fast seller. 

_— PRICE PER 





DOZEN 


$27.00 


RETAIL PRICE 
$3.50 less bowl. 
Prices quoted 
f.0.b. factory. 


THE ALDOR CORPORATION 
2533-37 N. Ashland Ave. Chicago, U. S. A. 
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TOYS that speed 


off of your shelves 


FIRE ASSORTMENT No. 3330 


Arcade’s latest 


wheels . . 


ment very smoothly ‘ 
Retails for $1.00 or 25c. per toy ... 


appeal. 


furnished in larger size toys ... No. 


improvement .. . 
. is keeping this popular Fire Assort- 


solid rubber 


‘on the run” with new sales 
also 
3340... 


to retail at $2.00 or 50c. per toy. 


ARCADE MANUFACT 


URING CO., FREEPORT, ILL. 


ARCADE ixox TOYS 








Superior Brand 
Hardware Cloth 
is true to hard- 
ware cloth 
standards. 
Smooth, round 
wire always 
standard size. 
Woven evenly 
and_ thoroughly 
galvanized. 





























At Your Jobber 


G. F. Wright 
Steel & Wire Co. 


Worcester, Mass. 





SEPTEMBER 15, 1932 
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SOME TACK! 
ERE is unquestionably, the 
greatest tack value ever 

offered to the trade. 

Sanitary, thoroughly _ sterilized 

Holland tacks are now finished 

in a clear, high-lustre blue that 

wins instant sales preference 
wherever they’re shown. They’re 
packaged in snappy, colored 
boxes—twelve boxes to a carton 
beautifully printed in dark blue. 

They cost no more than ordina- 

ry tacks packed in dingy, black 

boxes, yet they increase your sales 
and bring you greater profits. 

Holland Mfg. Co., Baltimore, Md. 





Holland Mfg. Co. 
Baltimore, Md. 



























I want to see these new, 


their attractively colored boxes. 


high-lustre, blued tacks and 


Send me samples today. 
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Estwing 20 oz. 
Size Hammers 


Of “unbreakable” type, now 
offered in curved and ripping 
claw styles in velvet black finish; 
list, price, $1.75 each. Estwing 
Mfg. Co., Rockford, III. 





Donley Underground 
Garbage Receiver 

Has tight fitting service lid of 
No. 16 gage pressed steel and 


large cover of No. 14 gage steel. 
Lid opens by pressing of foot 


ae eninoer } 
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lever. Top of receiver comprises 
two circular steel stampings 
hinged to each other and to the 
shell. Outside shell of garbage 
receiver has on open bottom, per- 
mitting moisture or water con- 
densing in the shell to be drained 
into the ground, says The Donley 
Bros. Co., 13900 Miles Avenue, 
Cleveland, Ohio. Inside pail 
heavily corrugated and galvanized 
after fabrication. Outside fin- 
ished in black, top in attractive 
green. Suggested retail selling 
prices and sizes: $5.75, 9 gal.; 
$7, 12 gal.; and $8, 15 gal. Re- 
spective dealer cost, $3.65, $4.25 
and $5. 





Socony Waxes, Polish 
and Insect Spray 


Socony Furniture Polish, emul- 
sion of wax in water, designed to 
dry quickly, after which wax 
film can be buffed to high luster. 
The Standard Oil Co. of New 
York, Inc., 230 Park Avenue, 
New York City, states that it is 
non-staining, that it will remove 
water stains from furniture and 
that it cleans as well as polishes. 
Socony Wax Polishing Cream, for 
automobiles, devised to protect 
painted or lacquered surfaces 
against the elements by coating 
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of hard lustrous enduring protec- 
tion. The maker states that it 
contains no abrasive fillers or 
harmful chemicals and that it 
leaves a finish which will not 
watermark. Socony Auto Polish 
designed to remove traffic film 
from automobile surface and im- 





part lustrous finish, | May be 
used on glass windshields, etc. 
Socony Floor Wax compound for 
protecting floor from dust, dirt 
and moisture, approximately 244 
times as much wax as in Socony 
Floor Wax. Socony Liquid 
Floor Wax, free flowing suspen- 
sion of wax in volatile vehicle, 
for rapid application to  oil- 
cloth, linoleum, printed covering 
and wooden floors. 





1932 Mohawk Electric 
Refrigerator Line 


Eleven models ranging from 
four cubic foot lacquer exterior 
box with porcelain interior to 
the 10% cubic foot model, por- 
celain throughout. All but one 
are offered in both the porcelain 
and lacquer exterior. All models 
lined with seamless white porce- 
lain with bottom of acid resist- 











ing porcelain. Three two-door 
models, the others being single 
door types. Features include 
non-corrosive ice and _ dessert 
trays with removable separator 
for double dessert pan, Bakelite 
shelf supports, heavy ribbon type 
shelves, with lower shelf having 


removable section for bottle 
space. All-American Mohawk 
Corp., Refrigeration Division, 


North Tonawanda, N. Y. 


“Teck” Bean Slicer Has 
Been Improved 


G. M. Thurnauer Co., Inc., 6 
E. 20th St., New York City, has 
announced that the “Teck” 
Bean Slicer No. 3584 has been 
improved. The casting has been 
simplified and made more mod- 
ern. 





No. 1815 Set of “Little 
Giant”? Screw Extractors 
in Canvas Roll 


Now as well as in the regular 
wood block container. Roll, 
small and compact, may be car- 
ried in the pocket, and is of very 
high grade canvas, says the 
maker. No. 1815 contains the 
five most popular sizes of ex- 
tractors, ranging in capacity from 
1/16 to 7/16 in. No additional 
cost for canvas roll. The com- 
pany has issued small tool catalog 
No. 32 showing its entire line of 
taps, dies, screw plates, twist 
drills, reamers, gages, pipe tools 
and other items, some of which 
are shown in the catalog for the 












Valuable tables and 
considerable new data on the 
uses and application of small 
tools are included. An easy ref- 
erence index is included in this 
384 page book. Printed through- 


first time. 


out in color. Greenfield Tap & 
Die Corp., Greenfield, Mass. 





Columbia Radio Sets 


Model C-95, illustrated, high- 
boy; 11 tube _ superheterodyne 
chassis, automatic volume con- 
trol, inter-station noise  sup- 
pressor, high-light low-light visual 
tuning indicator, new 2% volt 
screen grid tubes, duodiode de- 
tector, push-pull pentode output, 
full range tone control and full 
twin dynamic speakers. List 
with tubes, $139.50. No. C-85, 
radio phonograph, matched wal- 
nut cabinet, eight tube super- 
heterodyne chassis, with 2% 
volt tubes, duodiode detector, au- 
tomatic volume control, tone con- 
trol, image  rejector circuits, 
pentode output. Phonograph re- 
produces recorded sound through 








large dynamic speaker, at turn of 
a knob. List with tubes, $118. 
No. C-93, large lowboy cabinet, 
11 tube superheterodyne receiver 
with 24% volt tube and 100 per 
cent pentode amplification. In- 
ter-station noise suppressor, auto- 
matic volume control, duodiode 
detector, push-pull pentode out- 
put, full range control and full 
dynamic speaker. List, $89.50 
with tubes. C-123, lowboy, 
American walnut cabinet, 6 tube 
superheterodyne with 2 volt 
tubes, air-cell battery. Screen 
grid receiver with pentode output 
stage. List with batteries and 
tubes, $99.50. Columbia Phono- 
graph Co., Inc., 55 Fifth Avenue, 
New York City. 


Star-Rite Magic Maid 


‘lo. 804. Has motor unit which 
tilts back to three positions. De- 
tachable juice extractor unit and 
the motor-beater unit can be 
raised or lowered on the support 
for quick adaptability to varying 
size containers. Equipment in- 
cludes two stainless metal re- 
movable beaters, extra long bev- 
erage mixer, two opaque glass 
bowls that revolve as batter mix- 
es, nnon-tippable base and multi- 
speed motor. Jade greea finish. 
List price, $19.50, east of Rock- 
ies. The Fitzgerald Mfg. Co., 


Torrington, Conn. 
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Trow & Holden Tools and Supplies 
Have Been Quality Product for 40 Years 
Send for Our Latest Catalog 


TROW & HOLDEN CO. 


BARRE, VERMONT 














SPEED UP 














Allith 


ROLLING LADDERS 


like Allith hangers—are always on the 
track. They speed up sales by reducing 
the time needed for each sale. They are 
attractive, durable, roll quietly and run 
freely. Your post ‘card will bring prices 
and information by first mail. 


ALLITH-PROUTY COMPANY 
DANVILLE, ILLINOIS 












There's Always a 
READY MARKET 


for 
HOUSE FURNISHINGS 


Housefurnishings judi- 
ciously merchandised 
carry a neat profit. This 
steady income acts asa bal- 
ance for seasonable items. 
Furthermore, Housefur- 
nishings play a large part 
in inducing women to pat- 
ronize the neighborhood 
hardware store instead of 
department stores. 


Read the editorial and 
advertising pages of Hard- 
ware Age and keep posted 
on this line. 


Hardware Age 


239 W. 39th St. oe A 











SEPTEMBER 15, 1932 
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gAM IN TRADE MARK 


SAMSON CORDAGE WORKS 


BOSTON, MASS. 


Jats) « a OO) 9D. 


SAMSON SPOT, PHOENIX and SACHEM brands 


each the standard of quality for its particular use. 
“There IS a Difference in Sash Cord”’ 
OTHER BRAIDED CORDS* COTTON TWINES 


Send for catalogue, samples and selling information 


. Are you interested in 
unsurpassed paint brush 
values that your customers 
just can't help buying? . . 
Watch for announcements 


in September. 


THE OSBORN MANUFACTURING COMPANY 


5401 Hamilton Avenue + Cleveland, Ohio 














Attract the business of quality 
tool buyers to your store 


MARSHALLTOWN TROWEL CoO. 


Marshalltown, lowa 











‘The symbol of 


quality in chain 


a 


There is an ACCO Chain “ag every 
industrial, farm and hom purpose 
-in bulk or made into specialties. 
Concentrate on this profitable quality 

\ line. Made by the world’s largest man- 
)} ufacturer of welded and weldiess chain. 


AMERICAN CHAIN CO., Inc. 
Bridgeport, Conn. 
Makers of the Famous Weed Tire 
Chains. 
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CLASSIFIED ADVERTISING 
RATES 





Positions Wanted and Help 
Wanted Advertisements at Spe- 
cial Rate of one cent a word, 
minimum fifty cents per in- 
sertion. 








Use the “Classified Opportunities Section” to Reach Hardware Manufacturers 
Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 


THE FOLLOWING RATES 





BOXED DISPLAY RATES 


B feaele ccccddccccccccccccsccccs OS OO 
Each additional inch..... 4.00 








apply to “Busi Oppor ities,” “Sales 

Accounts Wanted” and “Sales Rep a 
tives Wanted” advertisements. 

Set Solid, Minimum of 50 words... .$3,00 


Each additional word........... .06 


All Capitals, Minimum of 50 words.. 4.00 
Each additional word...... oe 08 
Allow Seven Words for Keyed Address 


Remittance Must Accompany Order 








Samples of merchandise, literature, catalogs, etc., will not be reforwarded 





Diseounts for Classified Advertising 
4 insertions, 10% off, 8 insertions, 15% off. 
Due to the special rate, these discounts do 
not apply on Position Wanted or Help 
Wanted Advertisements. 


HARDWARE AGE is published every other 
Thursday. Forms close Nine Days previous 
to date of publication. 


Address your advertisements and replies to 


HARDWARE AGE, Classified Opportunities, 
239 West 39th St., New York City 














SALES REPRESENTATIVES 
WANTED 


POSITIONS WANTED 


POSIFIONS WANTED 











SALESMAN WANTED 
A large well-known manufacturer, producing one of 
the oldest and best known lines distributed through 
wholesale Hardware Jobbers wishes high grade repre- 
sentative on salary and expense basis. Must have 
broad acquaintance with executives and Purchasing 
Departments in the hardware fleld from the Rocky 
Mountains east. Would have to travel almost con 
stantly, selling and keeping trade sold. In reply 
state experience, age, salary expected and other in- 





A MODERN MANAGER IS AVAILABLE—Wealth 
in producing results coupled with 
analyzing markets and their possibilities; 
selecting and training salesmen to secure results; 
planning and executing productive advertising; select- 
ing kinds most suited to the merchandise, service 


and finances. Experienced in National Magazine, Trade 
Journal, direct mail; Co-ordinating advertising and 


sales efforts to get the most for the expenditure. 
feonomical in administration. Such a man is avail- 
able to undertake sales or (and) advertising manage- 
ment. Address Box No. J-902, HARDWARE AGE, 
New York, N. Y. 














HARDWARE MAN, 38 years old, with six- 
teen years’ hardware experience, has special 
training in sampling, store arrangement, stock 
control and merchandising in general. Has made 
decided improv ts in arrang nt, personnel 
and service to customers in stores where he has 
been employed. Six years as manager one store 
employing as many as forty people doing large 
retail hardware business, where he controlled 
buying and selling with full authority over em- 
ployees, is now open for proposition. Good ref- 
erences and invites investigations. Address Box 














formation of importance. Address Box J-912, care 
HARDWARE AGE, New York, N. Y. J-890, care of HArpware Ace, New York City. 
ae ee RARE en uith | SALESMAN—Well acquainted jobbers _and 
~ : P “ : many ye ras in te. : , #2 ry P lv. a rsey, Dela- 
_ SALESMAN to carry as a side line on a | are continuously filing applications in this bureau — a ead, saan 9 Columbia "Thirty. 
liberal commission basis the complete line of | for positions. None but thoroughly experienced Gee "years old, eighteen years experience, steel 
Arline Steel Rules, Kitchen Scales and Mirror | and well trained men are permitted to register rede cig products electric appliance, tools, shelf 
Switch Plates for electrical and hardware trade. | with us. If you are in need of clean cut, well | hardware. Successful record. Best references. 
Resident men wanted who call on local dealers | trained individuals in any part of the metropoli- Seeks connection with manufacturer or jobber 


and also traveling men. We also want men call- 





ing on the jobbers and wholesalers. Apply, giv- 
ing territory covered and present lines carried. 
Also whether you call on jobbers, dealers or 
both. Address Kirsh & Kirsh, Inc., 167 Madi 
son Avenue, New York City. 

BIG PROFITS for salesmen carrying a stock 
of fast-repeating Stay-Tite Caulking Compound, 
Sealer, Crack Filler, Waterproof Glue.-ete., call- 
ing on Hardware, Autobody Shops, Accessory 
Stores. Territories may be secured. Full pro- 


terri- 


repeats. Give experience and 
Dept. 


Stay-Tite Products Company, 
Avenue, Cleveland, Ohio. 


tection on 
tory covered. 
H, 3107 Detroit 





SALES ACCOUNTS WANTED 


tan district of New York, just phone this office 
and you shall receive prompt attention. The 
basis of compensation is at your discretion but 
strictly commission jobs are not acceptable. 
ASSOCIATED PLACEMENT BUREAU 
152 West 42nd Street ; 
Wisconsin 7-1802 New York City 


HARDWARE and PAINT MAN, gentile, age 
37, married, sober and industrious, with twelve 
years’ experience on the road selling paint, also 
eight years’ retail and road experience selling 
hardware of all classes. Desire to connect with 
a live, reliable and aggressive firm, where I can 
take charge of the paint or hardware department, 
or both, and develop it to our mutual satisfaction. 
Salary is not the main object. Opportunity is 
what I am looking for. Satisfactory references. 
Address Box J-883, care of Harpware AGE, New 
York City. 








MANUFACTURERS’ REPRESENTATIVE 
who can produce results and with over ten years’ 
experience and intimate acquaintance with hard- 
ware jobbers, dealers, mail order houses and de 
partment stores, wants high grade line on com- 
mission basis for Chicago and adjacent territory. 
Address Hardware Distributors, care of Box No 





7470-A, Harpware Ace, Chicago, III. 
WANTED to buy job lots, close outs, bank- 
rupt stocks, and household and general house- 


ware items. Also interested in representing firms 
in Wisconsin, Iowa, Illinois, and Minnesota, man 
ufacturing household or general houseware lines. 
Write Box G, North Chicago, Tllinois. 





MANUFACTURERS’ REPRESENTATIVE, 
selling to the Wholesale Hardware and Auto Ac- 
cessory jobbers and large dealers, wishes one or 
two additional lines. Am covering the States of 
Texas, Oklahoma, Arkansas and Louisiana. Will 
finance my expenses and need no drawine ac- 
count. Address Box No. J-926, care of Haxp- 
ware Ace, New York City. 





EXPERIENCED SALESMAN would like to 
secure manufacturer’s line in the southwestern 
states selling to hardware jobbers and large de- 
partment stores on a commission basis. Can 
furnish satisfactory references. Address P. O. 
Box 824, Shreveport, Louisiana. 





MANUFACTURERS’ AGENT. covering 
Montana and Wyoming, wants additional lines 
in hardware, Deer goods and_ specialties. 
Address Box No. J-921, care of Harpware AGE. 


New York City. 
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Hardware Estimator and Sales- 
years’ experience, thoroughly fa- 
specification and detail work. 
and Sargent Lines. 
and open for po- 
handling 


BUILDERS’ 
man with 26, 
miliar with plans, 
Also Russwin, Corbin, Yale, 
Now located in Central N. Y. 





sition with reliable store or, dealer 
Builders’ Hardware. Am 41 years of age, mar- 
ried, and have three children. Can furnish the 
very best of references from above factories 
and leading architects and contractors in city 
now located. Reasonable compensation until abil- 
ity proven. Address Box No. J-923, care of 
ITarpwarRE AGF, New York City. 
MERCHANDISER desires position with Re- 
tailer, Wholesaler or Manufacturer. Age 25; 
married; high school graduate. Seven years 
with Independent and Chain Retail Hardware 


Experience has been in Michigan. Can 
Address Paul J. Welbaum, 
Chicago, Illinois. 


stores. 
furnish reference. 
2959 Jackson Boulevard, 


HARDWARE AND HOUSEFURNISHING 
EXECUTIVE employed 21 years as man- 





ager. Last 14 yegrs President of prosperous 
concern. Open for position in similar capacity. 
e W. Lee, 1785 Summer Street, Stamford. 
onn. 





EXECUTIVE—eight years with manufacturer 
thoroughly experienced in Sales, Advertising, 
Office and Factory management, cost and sales- 
promotion work, credits, collections, a gradu- 
ate accountant—bookkeener with fifteen years’ ex- 
perience, active, capable producer, best refer- 
ences, desires position of responsibility. Manu- 
facturers, Jobbers, Retailers desiring to promote 
their business and curtail expense: will find it 
advantageous to communicate with me. Ad- 
dress Box No. J-925, care of Harpware AGE. 
New York City. 





dissatisfied with present volume or. desiring to 
enter this territory. Personal interview solicited. 
Write Box J-899, care of HArpwareE AGE, New 





York City. 

HARDWARE MAN, forty years of age, 
single, sober and_ industrious, thoroughly ex- 
perienced in the hardware business, both 
wholesale and retail, desires a position with 


some reputable retail firm as manager or sales- 
man where ability and work will be appreciated. 
Can furnish best references. Middle west or 
south preferred. Address Box J-905, care of 
Harpware AGE, New York City. 





SALESMAN—Fifteen years sales and execu- 
tive experience. Wide acquaintance with whole- 
sale and retail hardware, mill and mine supply 
and manufacturine trade in Western Pennsyl- 
vania, Ohio, and West Virginia. Headquarters 
Pittsburgh. Seeks new connection in executive 
capacity, any location or will represent estah- 
lished manufacturer in Pittsburgh territory Ad- 
dress Box J-910, care of HarpwareE AGE, New 
York City. 





MERCHANDISER with ten years’ experi- 
ence in retail hardware trade desires position 
in or near Wisconsin. Experienced in buying 
and salesmanship. Can furnish excellent ref- 
Address Box J-915, care of Harp- 





erences. 
ware AcE, New York City. 

BUILDERS’ HARDWARE MAN, broad ex- 
perience. Plans and _ specifications, all types 


can manage complete department, also 
thoroughly experienced, merchandising hardware, 
tools and supplies, know latest methods stock 
control, display and service. Age thirty, mar- 
ried. Address Box No. J-920, care of Harp- 
warE AGE, New York City. 


buildings, 





SALESMAN desires connection with retail 
hardware, or with manufacturer, western terri- 
tory. Ten years’ experience retail tools, cut- 
lery, household ware, housefurnishings, harness, 
agricultural machinery, paints. glass, dishware, 
general hardware, novelties. Ten years’ exneri- 
ence buyer and broker wholesale grocery lines. 
A real salesman. Unquestionable references. 
Address Box No. J-919, care of HARDWARE AGE, 


New York City. 





HARDWARE SALESMAN, age 30, with ten 
years’ experience in general retail hardware 
store, paint and plumbing supplies. Capable of 
managing business. Willing to invest $1500- 
$2000. Can give present employer as reference. 
Prefer Southern location. Address Box No. J-924, 
care of Harpware Ace, New York City. 


HARDWARE AGE 


























INDEX TO ADVERTISERS 








THE ADVERTISERS INDEX is published as ‘. a and not as a part of the advertising contract. 


Every care 


No allowance will be made for errors or failure to insert. 


will be taken to index correctly. 
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Talk up your business 
NOW | 


There is better business immediately ahead for 
the dealer who recognizes the powerful influ- 
ence of well-directed publicity activities. The 
Bunting program insures greatest return for least 
outlay. 


THE BUNTING SYSTEM 


North Chicago, Illinois 


The Electric Heater 
That Heats Like 
a Steam Radiator 


vernot 


ELECTRIC ROOM HEATER 





This heater is selling because > 4 . ry gd for = money 
24 -inehes high. Practical. Really Safe, wventont 
and attractive. Cream Enamel Finish “= Walnut Ferattere "Finis h. 


The Bverhot line of electric ap- Good old Conservo—the steam 

ig is alive—out of the ordi- cooker and canner — is a great 

ers with 3 reputation. item right now for meat can- 

"Sandwich toasters ‘“‘Waf-fil’’ bakers, ning. Display and sell Conservo! 
grills, table stoves and hot plates. 


THE SWARTZBAUGH MFG. CO. 
Toledo, Ohio 
Suppliers to Leading Electric and Hardware Jobbers 











IVES Patent Ventilating Lock 





Showing Window Showing Window 
Closed. Manufacturers of Open. 


“Quality Hardware Since 1876” 
Window and Door Specialties 
TueE H. B. Ives Co. 

New Haven, Conn., U. S. A. 





Wanted 
All the Time 


The B. & .C. Adjustable ‘‘S’? Wrench is in 
demand all the time, especially by motor- 
ists. It fits a dozen different size nuts, 
adjusts quickly, the angled handle fits the 
hand comfortably and its lasting quality 


TRADE ee Ask your Jobber. 
Ba BEMIS- & CALL CO. 
ss Springfield Mass. 














ay rte PRODUCTS 
BIG SELLERS 


COBBLER OUTFITS and Shoe 
Lasts and Stands are in big 
demand right now. Shoes are 
worn longer— men are “half- 
soling their own.” Display Ply- 
mouth Cobbler sets on your 
counter and in your 

them P 


Products also inelude “Gem,” 


“Rapid” and 
Grist Mills. Write for catalog 
and low prices. 


THE FATE-ROOT-HEATH CO. 
1322-1358 High 5&t., 
Plymouth, Ohio 


Ec ONOMY 
fe) 3-164 





FLORENCE 
HEATERS 


Range Burners 


Gas Ranges 





will make money for you this fall 


' FLORENCE STOVE CO. 
GARDNER, MASS. 


Manufacturers of Oi! Ranges, Ovens, Space Heaters 
Range Burners—Gas Ranges and Electric Ranges 

















REMCO Furniture Nails 


Ask 







Display Assortment Contains: 


2 Pkg. 210 Black 
2 Pkg. 210 Tan 

! Pkg. 210 Red 

1 Pkg. 210 Brown 
| Pkg. 210 White 
2 Pkg. 210 Green 
| Pkg. 43 Brass PI. 

! Pkg. 42 Brass Pl. 

{ Pkg. 220 Black 

1 Pkg. 220 Blue 

! Pkg. 220 Tan 

{ Pkg. 220 White 

1 Pkg. 1512 Antique 

{ Pkg. No. 9 Natural 

! Pkg. No. 9 Hammered 

| Pkg. No. 9 Antique 

| Pkg. 7/16 N. Pl. Thumb- 







~ ay Price $1.40 
Dealer 80c. complete 


Packs contain 50 each, 


Robert a Inc., 35 Pearl Street, New York City 


tack. 
Weight 2‘ ibs. Complete 
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To completely satisfy your customers, ask your jobber for COLUMBIAN 
Tape-Marked. You can tell it by the Tape-Marker in all sizes and 
the red, white and blue surface markers in 34 inch diameter and larger. 


Columbian Rope Company, Auburn, “The Cordage Gity”, N.Y. 


WATERPROOFED - GUARANTEED 


HARDWARE AGE 




















VICTOR SPECIAL SINGLE GUN 
(Model 10) 


Barrel: Hi-pressure steel, proof-tested. Full choke. Stock and forend, 
rich walnut finish. Takedown design. New style positive ejector. 
Rebounding “safety” hammer. Maroon color butt 
plate. 12, 16, 20 and .410 gauges; barrels 26 to 
32 inches. 
































oy 7" 
: Clit lon 


EMPIRE DOUBLE GUN 
(Model 60) 


Barrels: Hi-pressure steel, proof-tested. Raised matted rib; 
left barrel full choke, right modified. Frame, side plate de- 
sign. Takedown. Double locking device; positive auto- 
matic safety. Stock, walnut finish. Half pistol grip. Snap 
forend. Maroon color butt plate. 12, 16, 20 and .410 
gauges; barrels, 26 to 32 inches. 








cAsk Your Jobber 


Crescent Davis Arms CorrPoration 
SPRINGFIELD, MASS. 
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WASHINGTON 
SUPER: FURNACE 





With WASHINGTON Heaters burning 
hard and soft coal, gas, wood and oil— 
you can satisfy every demand for fuel 
economy with any fuel available in 
your territory. 


WASHINGTON’S most complete range 
of sizes—I15 in all—gives you the 
further advantage of meeting all 
heater requirements. 


= 


CaaS Tent: 1 a 


ee 


All models are finished in burl walnut 
graining with two-tone maple trim. 
This beautiful finish is applied by an 
exclusive process originated and used 
only in our plant. 


r 
a 
i 


v 
oe 
i. 
\ 


ie 


Send today for complete catalog. 


GRAY & DUDLEY COMPANY 
Established 1862 | NASHVILLE, TENN. 


FOR GAS Be FOR COAL 


— 
Burns natural or arti- . 
ficial gas. Approved 
by The American Gas 
Association. Fully en- 
closed heating unit. 
Cheery fire glow is 
visible through gas 
and fume tight mica 
window. 


: FOR WOOD 
F¢ RK OIL 1 : 2 Equipped with heavy 


= double’ ribbed,  all- 
Supplied with oil tank " cast, iron heating 
on back. May be : . unit. Large feed door. 
easily connected with i Firelight is visible 
outside tank. Fur- through mica window. 
nished complete with . 
all accessories ready Oil Burning Model 
for installation. 2 Sizes 


“WORTHY OF THE NAME” " Wood Burning Modal 


3 Sizes 


HARDWARE AGE 











Sie 
a 
ba Oe 








